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Letter from the Publisher 


Time for a Stand 

An open letter to the Honorable John V. Lindsay, Member, 
House of Representatives, District Office, New York City: 

Dear John: 

Since you are my Congressman and represent the 17th New 
York District, I am interested in your stand on several legislative 
proposals concernings tv and radie. As you know, Mr. Robert 
Kintner and Dr. Frank Stanton also reside in your district, and 
I am quite sure they would be interested in your position on these 
issues: 

1. Network regulation. In the past you have expressed some 
indication, vague as it may be, that networks should be regulated. 
As a matter of fact, in your speech before the Women’s Press Club 
of New York City last February, you said that “if legislation were 
presented next week to the Congress to license the networks, the 
bill would pass, and there would be few to question that it would 
not be in the public interest. It is difficult to make out a case that 
this would amount to censorship. It is plain,” you went on to say, 
“that the Federal Communications Commission has not fully exer- 
cised the broad powers it already has, but its shortcomings are still 
prevalent. Legislation we need, and legislation we shall get.” 

I believe this position should be clarified. What legislation do 
you propose? Specifically, where do you feel the networks have 
not fulfilled their public trust? You say that you prefer self-regula- 
tion to Government regulation, and yet in your public pronounce- 
ment you seem to make it quite clear that regulation is called for. 

The problem of censorship you dismiss lightly. Every commu- 
nications force in the U. S., starting with the dramatic trial of Peter 
Zenger, has been fighting this battle on several fronts. When you 
talk of “liberation of tv,” this is a semantic dialectic which is not 
worthy of you or your office. What I am interested in finding out 
is if your position is the same now as it was in February. 

2. As you know, the FCC has recommended a bill to the Congress 
that would require all television sets manufactured and sold in 
interstate commerce to be all-channel receivers. This would have 
an important bearing on the manufacturing of television receivers. 
It also has an important long-term relationship to allocation prob- 
lems. What is your feeling about this proposal? 

3. You voted for the modification of Section 315. This enabled 
the major-party candidates for President and Vice President to 
appear in the great debates for the 1960 campaign only. Do you 
contemplate any further revision of Section 315 which would in- 
clude, of course, a permanent provision for Presidential campaigns? 

4. The bill to regulate community antenna systems failed to 
pass the Senate by one vote. It was not introduced in the House last 
session. The community antenna systems occupy a unique position 
in the broadcast structure. They “hitchhike” on the television signal 
and receive a fee from subscribers. The community antenna systems 
place the broadcaster at a great disadvantage. All that the broad- 
caster is asking of Congress is that the same legislation that regu- 
lates the broadcasting business also be applied to the community 
antenna systems. I would be interested to learn your position on 
the regulation of the community antenna systems. 


Cordially, 
Ay fuk 
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“Working against time, under difficult lighting— 
we get what we want, consistently, with Du Pont 931” 








“If you’ve ever wished for an extra f-stop or two, load 
your camera with Du Pont 931,” exclaims Chief Photog- 
rapher William Landrum of WLWI-TV, Indianapolis. 
“This film gives you better latitude and a wider range 
of gray tones than any film I’ve ever used. The result 
is, you can underexpose in poor light, then overdevelop 
without losing the rich blacks and grays so essential for 
good TV reproduction.” 


Newest of the three television stations in Indian- 





At the splicing table, Mr. Landrum edits some “hot” news film 
as Du Pont Technical Representative Henry Vinsinger looks on. 


QU POND 


REG. vu. 5. pat. OFF 


apolis, WLWI-TV is the local ABC affiliate. “We shoot 
and process about 220,000 feet of film a year covering 
news, sports and special events within our viewing 
area,” continues Mr. Landrum, “and every bit of it is 
DuPont. Depending entirely on available light, we 
get the results we want, consistently and accurately — 
no matter what the job.” 

Commenting on the exceptional processing speed of 
931, Mr. Landrum recalls Vice President Nixon’s visit 
to Indianapolis last December: “Mr. Nixon held a 5:35 
press conference at the airport, 10 miles out of town. 
We covered it, then flew the exposed footage back to 
our studio by helicopter. The film was processed and 
on the air in time for our 6:00 p.m. news show. Believe 
me, we couldn’t have done it with anything but 931!” 


Indoors or out, day or night, whatever the weather 
or lighting conditions, there’s a versatile Du Pont Mo- 
tion Picture Film to fill your need. You can learn more 
about these fine films by contacting your local Du Pont 
sales office listed below. Or write: E. I. du Pont de 
Nemours & Co. (Inc.), Photo Products Department, 
Wilmington 98, Delaware. In Canada: Du Pont of 
Canada Limited, Toronto. 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


Atlanta 18, Ga., 1737 Ellsworth Dr. N. W.; Chicago 46, Ill., 4560 Touhy Ave., Edgebrook Sta.; Cleveland 16, Ohio, 20575 Center Ridge Road; Dallas 7, Texas, 
1628 Oak Lawn Ave.; Los Angeles 38, Calif., 7051 Santa Monica Blvd.; New York 11, N.¥., 248 W. 18th St.; Waltham 54, Mass., 45-4th Ave. (Boston); 


Wynnewood, Pa., 308 E. Lancaster Ave. (Phila.). Export, Nemours Bldg., Wilmington 98, Del. In Canada: DuPont of Canada Limited, Toronto 
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What 


strength... 


all down 
the line! 


You bet! 
Daytime, 
KMOX-TV’s 
share of 

St. Louis 
women 


viewers IS 


a mighty 


50.4 

57 more 
than the 
secona 
station, 
190 more 
than the 
third, 
according 


to Nielsen. 














The Early 
Show and 
Late Show on 
KMOX-TV 
are St. Louis’ 
two top- 
rated multi- 
weekly 

film shows 





Each one Programming 
averages in depth 
al0.5 does it. 
Nielsen; KMOX-TV'’s 
each film library 
reaches includes 
91% more hits from 
homes MGM, 

than the Paramount, 
nearest Warner 
multi- Brothers, 
weekly Columbia. 
movie And that’s 
competitor! not all. 


There’s 
KMOX-TV’s 


nighttime 


leadership 
Channel 4 
nighttime 
Station 
breaks 
(6:30 to 
10:30, 
Sunday 
through 
Saturday ) 
average 


at 
a 23.2 


Nielsen 


rating! 


KMOX-TV 
delivers 
almost 

5 times 

as many 
nighttime 
station 
breaks 
witha 25 
plus rating 
as the 

3 other 

St. Louis 
stations 
combined 


CBS Owne 


KMOX-TV 


has strengt 


everywhere 


an over-al 


40 Nielser 


share of 


audience 


vs. 31 fol 


the second 
station, 
23 for 
the third 
and only 
6%o tor 
the fourt} 


Station 


r 





In short. 








KMOX-TV 
OUTPULLS ALL fae 
COMPETITION . aul 


IN ST.LOUIS! 


Source: Nielsen six-month average ( Jan.-June ’60) 


Barometer Conforms to FCC 
. . The Business Barometer you 
publish is an excellent industry serv- 
ice which we find extremely valuable. 
In fact, a comparison with the re 
cently-released FCC figures indicates 
a close relationship between the over- 
all industry figures and the percent- 
age changes you report. . . . 
Rosert M. HorrMan 
Director of Marketing and Research 
Television Advertising 
Representatives 


New York City 


On Syndicated Programs 

It is our feeling that in markets 
where our sales development is sufh- 
ciently high to warrant the expendi- 
ture, syndicated programs provide for 
us a greater enhancement of our prod- 
uct and corporate image and stronger 
sponsor identification than spot-an- 
nouncement schedules. 

Commercials by themselves in a 
spot schedule are surely effective in 
selling products, but we feel that syn- 
dicated programs provide for us fur- 
ther values in our over-all advertising 
and marketing objectives. 

As you know, it has been increas- 
ingly difficult to obtain suitable time 
slots, but to date we have managed to 
acquire franchises in valuable time pe- 
riods in most markets where we use 
syndicated television programs. Our 
research on the effectiveness of such 
programming indicates to us that such 
program vehicles in combination with 
our promotional activities have proved 
effective. ... 

Dorian St. GEORGE 

Telivision and Radio Manager 
Carling Brewing Co. 
Cleveland 


Lion Commercials on Film 
Thanks for the news break on the 

Lion Oil commercials. . . . We have 

one minor cavil because these com- 


mercials are sound-on-film, rather 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GET FULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1.FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M.SILLERMAN. EXEC.VP oo 
PROGRAMS FOR TELEVISION: inc) | 
1150 GTH AVE.,W.Y.36 YU6-3650 





than voice-over-slide. . . . I get a good 
deal of valuable information and in- 
struction out of TELEVISION AGE. ... 
GEORGE JOHNSON 

Vice President 

French Advertising 

St. Louis 


| KTTV Distributor 


Noticed with interest your “Pulse 
Top 10 Drama Shows For April” list- 
ing in your issue of August 8th. Guild 
is credited with distributing “Divorce 
Court.” “Divorce Court” is distributed 
and syndicated by kttv Program 
Sales and has been for almost a 
ee 

Reavis WINCKLER 
KTTV Los Angeles 


Syndication Approach 

Congratulations on your, “A Look 
at Syndication” in the Sept. 5 issue 
of TELEVISION AGE. It is the first 
article | have read which approached 
the subject from an advertiser's view- 
point, rather than that of the syn- 

dicator or station executive. . . . 
J. L. Swartz 
Klinedon and Swartz 
Springfield, Ohio 





TvB’s new television tape recorder has 


been installed in the new association 
offices at 1 Rockefeller Plaza in New 
York. The new equipment will be used 
by members in screening local pro- 
grams, commercials and market stud- 
ies for agencies and advertisers. 
Frank Merklein, director of member 
sales presentations for TvB, is shown 


operating the recorder. 





FASTEST 


SELLING 


SERIES IN 
SYNDICATION 
TODAY! 








Buyers who know the best 
are snapping it up . . . Pacific 
Gas & Electric Co. (through 
Batten, Barton, Durstine & 
Osborn) signed the series for 
San Francisco, Bakersfield, 
Chico-Redding, San Luis 
Obispo, Salinas- Monterey, 
Eureka and Fresno... astute 
station groups like Triangle 
bought for all of their mar- 
kets including Philadelphia, 
New Haven-Hartford, Al- 
toona-Johnstown, etc., and 
Crosley Broadcasting for 
Cincinnati, Columbus and 
Atlanta . . . and the list of 
available markets shrinks 
every day! 


Wire today to secure the 
“best” series — BEST OF 
THE POST — for your 
market! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Avenue + N.Y. 22 + PL 56-2100 
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Spend your time more profitably | 
in North Carolina where WSIS) 
television gives you grade A 
coverage of more people 

than any other station 


WA Sev << television 


Winston-Salem / Greensboro 


RB CHANNEL 12 
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PETERS, GRIFFIN. WOODWARD—REPS. 
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Biggest Spot Gain 

Biggest 1959 percentage gain in spot billings among 
markets with three or more stations was Buffalo-Niagara 
Falls, up 59.62 per cent from 1958, final FCC reports 
indicate. Other big gainers include Hartford-New Haven. 
with a gain of 43.22 per cent, and Baltimore, with 38.15 
per cent. The average for the nation was 22.9 per cent. 


with spot billings totaling $424.2 million, the final figures 
indicate. 


Testing For Toddlers 

A spot campaign for one new account at the Wexton 
Co., Inc., New York, got under way last week in a test, 
with another account reported planning action shortly. 
The on-the-air client is Ballerina Mfg. Co., spending about 
$5,000 weekly in an eight-week push on a juvenile ballet 
practice bar, dance-record and instruction-book package. 
The agency looks for a huge national market, what with 
11 million kids researched as taking dance lessons. “Little 
Ballerina” is seen on kid shows and movies on several 
New York stations. Topps Chewing Gum, Inc., which 
recently switched agencies, has been contemplating a test 
of tv for some time through Wexton. Jeff Fine is the 
timebuyer. 


Will Actors Get Drawn (or Quartered)? 

Demands of the joint negotiating team of the Screen 
Actors Guild and American Federation of Television and 
Radio Artists are expected to be the stiffest yet proposed 
for performers in the fields of programs and commer- 
cials, on film or on tape. Industry representatives (from 
the networks, the AAAA, the ANA and the FPA) are 
privately convinced that negotiations will be protracted 
and difficult. But spokesmen for animation houses are not 
at all displeased by what promises to be an increase in 
the costs of live-action film and tape: after the contracts 
are signed, they see an even greater use of the pen-and- 
ink process. 


Spots to Cover Spots 

As noted in Spot Report last May 30, Sulray, Inc., in- 
tended to return this fall for Blem-Stick, a medicated 
cosmetic to cover skin blemishes. New schedules of filmed 
minutes have been set in an expanded list of top markets 
(about 25), with some on the air now and others to be 
added shortly. The placements are usually set for at least 
eight weeks in teen-age dance-party shows, with frequen- 
cies varying according to size of market. Furman, Feiner 
& Co., Inc., New York, is the agency; Betty Lamb is the 


contact. 


King Features Readies Studio 


King Features Syndicate, which is readying two ani- 


wurs a comer scoes JeLe-SCOPe 






mated programs for television (new Popeyes and a trilogy 
consisting of Sampson Scrap & Delilah, Barney Google 
and Krazicat), will establish its own animation studios 
in Puerto Rico in the near future. To date, the company 
has been sub-contracting animation work to a half-dozen 
producers on the west coast and in New York. With its 
huge roster of comic-strip characters, it now appears that 
King will move into cartoon production with a vengeance. 
Its next big project: a full-length animated feature. 


Scenting the Season 

Joining Lanvin, Coty, Shulton and other perfume 
brands planning spot campaigns just prior to the holiday 
gift-giving period, the Prince Matchabelli, Inc., division 
of Chesebrough-Pond’s, Inc., will return to the tv medium 
this fall. A company spokesman noted at press time that 
plans were not yet definite, but that schedules would be 
forthcoming either on “Wind Song” perfume alone or 
in diversification with other brands. Polly Allen is the 
buying contact at J. Walter Thompson Co.. New York. 


WNTA-TV Finds Its Audience 

Play of the Week, produced and presented by WNTA-TV 
New York and syndicated by National Telefilm Asso- 
ciates, has an audience in New York comparable to the 
highest-rated network programs, according to a special 
analysis compiled for NTA Spot Sales by the A. C. Niel- 
sen Co. Some highlights: on an average cumulative four- 
week basis, Play of the Week reached 2,780,860 tv homes, 
edging out such network smashes as Wagon Train (NBC- 
TV), The Untouchables (ABC-TV) and Father Knows 
Best (CBS-TV). Only Gunsmoke (CBS-TV) surpassed 
the award-winning program in New York. Play had the 
highest percentage of adult viewers in prime time, accord- 
ing to the Nielsen study: 98 per cent. Also, according to 
the report, the series had a greater percentage of women 
viewers than any other nighttime television program. 


Theory Into Fact 

Illustrating the factual data in “Bonus Millions,” recom- 
mending the use of small markets by advertisers (page 
35, this issue), ABC-TV recently sold a top drug firm 
on boosting its station line-up from 148 to 173 outlets. 
Under the original order, the network figured, the com- 
pany would get an average audience of 9,449,600 homes 
and a rating of 21.8 at a cost-per-thousand per commer- 
cial minute of $3.06. The proposed line-up with 25 added 
stations was figured to bring a 23.5 rating, 1,375,800 
homes and a cpm/cm of $2.86. The agency and client 
agreed that a three-per-cent increase in over-all cost was 


worth a 10-per-cent rise in the number of homes and a 


six-per-cent reduction in the cpm per commercial minute. 
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KABC-TV sells him with aggressive programming... the wide range 
of entertainment that is the keynote of ABC’s Flagship in the 
modern West. 7 million other Southern Californians are sold on 7 in 
America’s first market. You can be sold on 7, too. 








Business barometer 


Local and network billings both showed a sharp drop in July, the month in which 


both political conven- NETWORK BUSINESS 
tions were held. July Aug ‘ Nov Dec. Jan Feb Mar Apr 





The Business Barometer survey 
indicates local busi- 
ness was off 9.4 per 
cent under that in 
June, while network 
declined 15.3 per cent, 











Compared with July 1959, local 
business was up 5.0 
per cent, but network 
totals were on the 
minus side. July net- 
work billings were 
under those in 1959 by 
4.2 per cent. 








While neither of these was 
as severe as the 22.7- 
per-cent drop in spot 7 July off 15.3 per cent under June 
from June to July B_ July 1960 off 4.2 per cent under July 1959 
which was reported in the last issue, they were serious enough. 


The network drop of 15.3 per July Aug ept. Oct aa ge ge Apr 
cent was the greatest 
for any one month 
since the Business 
Barometer surveys were 
started in 1953. The 
previous greatest de- 
cline for network was 
in July 1958, when the 
drop from June was 
10.8 per cent. 

















The 9.4-per-cent drop in local 
billings was not a 
record—in fact, it 
has been exceeded sev-: 
eral times in January, 
when the drop from 
December is usually 
large. In January 1960 
local billings dropped 
12.1 per cent under 
December, and in the 
same period 1959 the 
drop was 10.0 per cent. 








the greatest, however, A July off 9.4 per cent under June 

that has been B July 1960 up 5.0 per cent over July 1959 

recorded for July in the seven years that TELEVISION AGE has been 
conducting surveys. In 1959 the drop in July was 7.0 per cent for local, 
and in 1954 it was 7.2 per cent. 
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BUY THE BIG 














ga LvV/TVv : 


CHECK THESE BIG 3 REASONS... 


@ LAS VEGAS TELEVISION COVERS THE BIG LAS VEGAS AREA MARKET .. . TV homes outnumber 
circulation of the largest printed medium by over 50% ! 


@ LAS VEGAS VIEWERS VIEW MORE ... . 7.36 hours per household daily versus national average 
of 6.20 hours.* 


@ LAS VEGAS VIEWERS BUY MORE .. . $8027 retail saies per household last year against a national 
average of $4117 . . . almost double the buying power ! 
SPEND YOUR TV DOLLAR FOR MAXIMUM RESULTS ..... cash in on one of the nation’s richest 
markets . . . the Big Las Vegas Area . . . buy LV TV! 


LAS VEGAS TELEVISION GROUP 


KLRJ-TV / KLAS-Tv / KSHO- TV 














Bas 


Headley-Reed Co. Weed TV Corp. Forjoe-TV, Inc. 


*according to an independent survey. 
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TvB revises methods of estimating national spot . page 17 
Shari Lewis will star in Ideal spectacular . . . page 19 


Nielsen will compare tv and magazine audience . page 64 


Second Quarter Spot 
pot advertising in the second 
quarter of 1960 totaled $160,- 
648,000, according to estimates just 
released by the Television Bureau of 
Advertising, based on TvB-Rora- 
baugh research. 

The spot estimate is based on a 
modified system of research in which 
both the nature of information se- 
cured by the Rorabaugh company 
from reporting stations and in the 
method of estimating expenditures is 
modified in the interest of a more 
report. Under the 
expenditure 


accurate new 
estimates are 
based upon a four part classification 
of the broadcast day, including day- 
time, early evening, prime nighttime 
and late night. In the past only 
three time classifications have been 


system, 


used in estimating and reporting: 
daytime, nighttime and late night. 

The general effect of the changes 
has been to reduce the total for es- 
timated expenditures. If the old 
system were used to estimate the 
total spot billings during the second 
quarter of 1960, the total would have 
been $174,245,000, a 9.7-per-cent in- 
crease over the second quarter of 
1959. With the new four-part system, 
the estimate comes to the lower total 
mentioned above, 8 per cent below 
that on the older basis. 

In view of the changes in system, 
no comparisons are made between 
spot in the second quarter and that 
of a year ago. TvB is now working 
out analyses which will make possible 
trend comparisons with the earlier 
figures. 


Top 100 Spot TV Advertisers, Second Quarter 1960 


1. Procter & Gamble 
CO. <icokseeace $15,198,900 
2. General Foods Corp. 5,476,300 


17. Ford Motor Co., 











3. Lever Brothers Co.. 4,779,200 
4. Lestoil Products, 
Ine. i cascae ce ate 2,885,400 
5. Colgate-Palmolive 
CBs. = Saas 2,783,600 
6. American Home 
Products Corp. .. 2,591,200 
7.P. Lorillard Co.... 2,315,000 
8. Bristol-Myers Co. .. 2,209,900 
9. William Wrigley 
$F. GBs cree 2,076,100 
10. Standard Brands, 
, CR ero re 1,743,000 
11. Wesson Oil & Snow- 
drift Sales Co. .. 1,564,700 
; 12. American Tobacco 
GO, svaehuneaee 1,523,000 
13. Brown & Williamson 
Tobacco Corp. .. 1,492,400 
14. Miles Laboratories, 
Fee oe tne ee 1,408,000 
15. Minute Maid Corp.. 1,401,800 
. Kellogg Co. ...... 1,388,100 





Oe Se 1,316,300 
18. General Motors 

Corp., Dealers .. 1,312,500 
19. Nestle Co., Inc. .... 1,285,309 
20. Revlon, Inc. ...... 1,239,600 
21. Corn Products Co. . 1,153,400 
22. Atlantis Sales Corp. 1,151,600 
23. Gillette Co. ....... 1,082,900 
24. Warner-Lambert 

Pharma, Co. .... 1,078,800 
55. Anheuser-Busch, 

PS ate ca eas 1,078,000 
26. Philip Morris, Inc.. 1,044,000 
27. Simoniz Co. ...... 1,036,300 
28. Mennen Co. ....... 1,031,500 
29. International Latex 

EG ees 1,004,500 
30. Coca-Cola Co./ 

NE on cain 985,400 
31. J. A. Folger & Co.. 917,700 
32. S. C. Johnson & 

pO Ra 900,700 
33. Pabst Brewing Co.. 898,300 
34. Food Manufacturers, 

PS eee 895,200 


os 
wn 


36. 
37. 
38. 


39. 
40. 


4 


_ 


42. 


43. 
44. 
45. 


46. 


~ 


47. 
. Falstaff Brewing 


49. 


50. 
Sl. 


— 


52. 


53. 


54. 


55. 
56. 


57. 


58. 


39. 


60. 


61. 


62. 


63. 


64. 
65. 






THE WAY IT HAPPENED N e WS fr on t 


Continental Baking 
CM sae ar oes > 
Pepsi-Cola Co./ 
| ee 
R. J. Reynolds 
Tobacco Co. .... 
Avon Preducts, Inc. 
General Mills, Inc.. 
Esso Standard 
fe 


. Carling Brewing 


tag. Re 
United Merchants & 
Manufacturers, 
ie cin tuken ees 
Max Factor & Co... 
Tidewater Oil Co. . 
U. S. Borax & 
Chemical Corp. . 
Consolidated Cigar 
6 a Pe ee 
Shell Oil Co. ..... 


RAO cdesonvaas 
Carter Products, 
ES ae 
Mobil Oil Co. .... 
Theo. Hamm 
Brewing Co. .... 
Welch Grape Juice 
ee Sa 
Drug Research 
GORE, Gasns sees - 
Norwich Pharmacal 
ee 
Sun C8 Ge on se 
Chrysler Corp./ 
Dealers 
Texize Chemicals, 
Inc. 


Andrew Jergens Co. 


Seife & Co. ...... 
Standard Oil Co. 
of California ... 
Sterling Drug Co., 
| Sy ae 
Phillips Petroleum 
SA stcnbaskends 
Vie Tanny 
Enterprises 


National Biscuit Co. 


Burgermeister 
Brewing Corp. .. 






886,400 


880,300 
857.700 
843,000 
814,300 


733,800 


708,700 


652,100 
652,100 
651.800 


651,100 


619,800 
646,100 


635,500 


633.300 
615,300 


604,200 


609,500 


598,200 


577,100 
562,700 


553,200 
545,800 
535,800 
525,700 
515,300 
514,700 


510,800 


487,600 
487,400 


485,000 
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1 WUPAY Releersmats 
“Impossible!” 














j é 
PRODUCER: MPO VIDEOTRONICS, Inc. 
ADVERTISING AGENCY: Doyle Dane. Bernbach, Inc. 


ADVERTISER: Dreyfus Corporation 









That's how it happens that you 
and millions of other viewers can 
see (and remember)—the lion 
strolling Wall Street. 

Same with so many other com- 
mercials, some rich with optical 
effects ... others, live with anima- 
tion! As a matter of fact, it's film 
that makes both high-polish com- 
mercials and mation possible 

. assures you of coverage and 
penetration world-over. 

For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


East Coast Division 
342 Madison Avenue 
New York 17, N.Y. 
Midwest Division 
130 East Randolph Drive 
Chicago 1, ll. 

West Coast? Division 
6706 Santa Monica Bivd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution 
of Eastman Professional Motion 
Picture Films, Fort Lee, N.J., 
Chicago, Ill., Hollywood, Calif. 








gS : 


. Maybelline Co. .... 
.F & M Schaefer 


Brewing Co. 


. Alberto-Culver Co. . 
. Associated Products, 


Ine. 


. Helena Rubinstein, 


Inc. 


2. Atlantic Refining 


RE eer 


3. Pacific Tel. & 


Uf oe ee 


.U.S. Rubber Co. .. 
5. Union Carbide Corp. 


. American Motors 


Corp., Dealers 


. Piel Bros. 

. Parker Pen Co. 
. Texaco, Inc. 

. United Fruit Co. 
. Beech-Nut Life 


Savers, Inc. 


2. Chun King Sales, 


Ine. 


3. Great Atlantic & 


Pacific Tea Co. 


. Minnesota Mining & 


Mfg. Co. 


._E. F. Drew Co., Ine. 
. Jos. Schlitz 


Brewing Co. 


. Hertz Corp. 
. Standard Oil Co. 


(Indiana) 


. Hudson Pulp & 


Paper Corp. 


. Pepperidge Farms, 


Ine. 


. Pharma-Crajft Co. 


2.E. & J. Gallo 


Winery 


. Lanolin Plus, Inc. 

. Miller Brewing Co.. 
. Safeway Stores, Inc. 
. Carnation Co. 


. American Sugar 


Refining Co. .... 


8. B. C. Remedy Co. 
. P. Ballantine & Sons 
. Hills Bros. Coffee, 


177,500 
161.800 


157,400 
152.600 


150,800 
142,800 
140,500 

39,300 


139,200 
135,000 


431,800 


429,200 


429,100 


124,700 
419,500 


413,500 


412,100 


410,800 


410,300 
406,600 


403,700 


403,300 


402,900 


101,400 


100,500 
400,200 


394,500 
391,600 
386,700 
372,800 
370.100 
366,000 
362.500 


356.400 


354,000 








Something Special 

“Our biggest problem,” said Mel 
Helitzer, public relations director for 
Ideal Toy Corp., “is figuring out 


what we can do next year.” What the 


executive referred to is that in each 
of the past few years the toy com- 
pany has managed to come up with 
novel and exciting methods of using 
television to spark dealer interest 
and sales. 

For the sixth year this Nov. 24th 
Ideal will be a sponsor of the NBC- 
TV Thanksgiving Day parade, with 
the network station line-up increased 
to 160 from 100 last year. The firm’s 
spot schedules have grown to cover 
more than 35 top markets. An “open- 
circuit” sales meeting last fall was 
carried into the homes of Ideal’s dis- 
tributors and retailers in the New 
York area when aired in peak Sun- 
day viewing time over a regular com- 
mercial channel. 

The accent on the “spectacular” 
for the company this season lies with 
one-hour taped program starring 
puppeteer Shari Lewis. The program 
—on which Ideal is spending “as 
much as the network parade telecast 
costs” (about $41,000)—ran Sept. 
18 in New York, Los Angeles, San 
Francisco, Atlanta, Detroit, Boston 
and Chicago. Next on Sept. 24 it 
was seen in Pittsburgh, Cleveland, 
Baltimore, Washington, New Orleans, 
Miami and Philadelphia. This week 
viewers in St. Louis, San Antonio, 
Dallas, Houston, Milwaukee, Cincin- 
nati and Minneapolis received the 
show. 

After considering some 100 out- 
lines, feature films and program pos- 
sibilities, Ideal and its agency—Grey 
Advertising Agency, Inc.—decided on 
Christmas In September with Shari 
Lewis and set about organizing their 
own “network.” 


(Continued on page 64) 
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(Just a matter of Relativity) 


WBTV-CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 597,300 TV HOMES 


WBTV DELIVERS 43% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘‘B’’** 


*Television Magazine - July 1960 
**NCS #3 


JEFFERSON STANDARD BROADCASTING COMPANY 


WBIV 


CHANNEL 3@ CHARLOTTE 


Represented nationally by CBS Television Spot Sales 


LET'S COMPARE MARKETS! 


WBTV — CHARLOTTE 
ATLANTA 

MIAMI 

MEMPHIS 
LOUISVILLE 
BIRMINGHAM 

NEW ORLEANS 
NASHVILLE 


NORFOLK-PORTSMOUTH. 


RICHMOND 


597,300 
578,800 
515,400 
488,300 
459,600 
431,600 
386,300 
346,800 
342,400 
275,400 





| 
V HOMES 
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Investments in new animated programs already total more than $20 million 


targa where “the esthetie and the physi- 


cal meet on a sublimated plane of comic 


imagination,” will become a significant factor in 
television programming for the first time this 
year. New programs definitely committed for 
production and designed especially for tv num- 
ber more than 19, representing over $20 million 
in production costs. 

The properties range from a prime-time net- 
work offering (Hanna-Barbera Productions’ The 
Flintstones, ABC-TV, Fridays, 8:30-9 p.m.) to 
a new daytime network show (King Leonardo 
and his Short Subjects, NBC-TV, Saturdays, 10- 
10:30 a.m.) to Spunky & Tadpole, 150 episodes 


of five minutes each placed in syndication by 
Official Films. 

These programs are in addition to numerous 
theatrical releases which have been packaged 
for tv (such as Mattie’s Funday Funnies on 
ABC-TV and The Nutty Squirrels, distributed 
by Flamingo Telefilm Sales) nor do this maga- 
zine’s estimates take into consideration the 
numerous animated pilots which have been 
completed. The investments of better than $20 
million concern programs which will probably 
be on the air within the next year. 

This development would have been unthink- 


able several years ago when it was generally 


21 











thought that good animation was too 
expensive, while the few attempts at 
limited animation were considered 
too crude, too sloppy. Caught in this 
cost-quality squeeze, animators turned 
to television commercials (where ad- 
vertisers were willing to pay $60 to 
$150 a foot for 60 seconds’ worth of 
film) and to infrequent theatrical 
releases. 

The real story behind the growth 
in animated programming: how was 
broken? 
The answer: it wasn’t—it was eased 
slightly. 
exciting of visual techniques, but it 


this cost-quality squeeze 


Animation is still the most 


involves a primitive and costly pen- 
and-ink process (it’s been estimated 
that it takes the average animator 
one week to produce enough cels for 
30 to 40 feet of film). Re-use of 
cels (as well as footage), mass-pro- 
duction techniques, overseas produc- 
tion, all contribute to a lessening in 





costs, but they cannot be brought on 
a par with live-action film without 
quality. Hanna-Barbera 
Productions, utilizing a technique it 


sacrificing 


calls “planned animation” has been 
the one notable exception to this rule, 
and for that reason can be considered 
the main stimulus behind the mush- 
rooming tv cartoon field. 


Three Plus Factors 


But the cost factor is only part of 
Three additional factors 
almost guaranteed a new emphasis on 


the story. 


cartooning. They are, in order of im- 
portance: television’s continuing need 
for new and fresh material (anima- 
tion has never been presented in 
prime network time before) ; the lon- 
gevity of the programs, insuring a 
return on the investment (some suc- 
cessful theatrical releases pre-date 
the introduction of synchronized 
sound in the late °20s), and the artis- 





tic potential of animation (not re- 
stricted to a direct representation of 
reality, its possibilities are literally 
endless). 

This last factor has barely been 
explored in television and in theatres. 
In Canada, Norman McLaren has 
pioneered with his own individual 
style for almost 20 years; in the 
States, Walt Disney and, on the other 
side of the stylistic coin, UPA have 
made important contributions to the 
medium. Beyond this, nothing of 
great significance has been accom- 
It is a field ripe for devel- 
opment by programming people. 
John Halas and Roger Manvell, in 


plished. 


their Technique of Film Animation 
(Hastings House) , have suggested the 
scope of animation (“the esthetic and 
physical meet on a sublimated plane 
Even with 
the most grotesque of characters and 
there 


of comic imagination”). 


movements, the authors say, 





and 
lane 
with 

and 
there 











Mike the Magicat has depth 





“shines the light of human observa- 
tion, the comic realization of the 
problems of human mass and weight, 
gravity and friction, the physical 
laws of nature.” 


Free Forms 


The thought can be extended fur- 
ther: with the more abstract styles 
(such as Mr. McLaren’s) the physical 
laws become secondary, and the imag- 
ination can run riotously into free 
forms, construct its own universe, its 
own laws. This is the potential of ani- 
mation, which, as an entertainment 
form, has its roots in the comic strip. 
Finally, it should be noted that a car- 
toon does not have to be humorous, 
it does not have to be placed in a 
child’s fantasy world (witness Vic- 
tory Through Air Power, Animal 
Farm, The Tell-tale Heart). 

But the vast bulk of the new car- 
toons which will go on television in 
the coming months will be comic in 


nature and will be designed for chil- 


dren or for a family audience. Eco- 
nomics to a large extent dictate their 
style, which is essentially that of the 
simpler comic strips. As noted above, 
the historic longevity of the programs 
insures a return on a considerable 
investment, but this longevity can be 
attributed to a devoted, enthusiastic, 
changing and undiscriminating audi- 
ence: children. A secondary factor 
which guaranteed years of re-run life 
—lack of material—will become neg- 
ligible in the future as new produc- 
tions continue to be made. How long 
an adult cartoon series would last as 
a re-run cannot be determined as yet, 
and so most animation houses are 
looking to the kids’ market. 

The problem of costs remains cru- 
cial. It has led to a situation where, 
in the view of Messrs. Halas and Man- 
vell, “cartoon is the only important 
branch of film art which has been 


permitted to atrophy.” The magni- 


tude of the problem can be appre- 
ciated best by considering it in mi- 
nuscule: there are 24 frames to a 
second of film, and it often takes four 
to eight drawings (backgrounds, inci- 
dental scenery, separate figures) to 
make one frame. There may, of 
course, be only 10 drawings to a min- 
ute of film (or 1,440 frames), or there 
may be 100, depending on the scope 
of the animation. But it is evident 
that cartoon production is a laborious 


process. 
Animation Costs 


It takes 90 feet of film to complete 
a one-minute commercial, which can 
be done from between $60 to $150 a 
foot. (It’s estimated that the average 
animated 60-second commercial is 
brought in for around $9,000.) These 
figures, if applied to programming, 
would price animation right off the 
screen. Thus, the best commercials 
price, $60 per foot, means that a half- 
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hour show consisting of 26 minutes 
of actual entertainment, or 2,340 feet 
of film, would be brought in for 
$140,400—about four times the cost 
of the average network film show. 
At $150 a foot, a half-hour cartoon 
would cost $351,000. 

To bring animated program costs 
down to a par with live-action film 
involves scaling by two-thirds the 
lowest-priced commercials cost. Since 
program production per foot is not 
as expensive as commercials produc- 
tion (it is not subject to client whims, 
completed cels can be re-used, and a 
mass-production system can be ini- 
tiated), some savings are inevitable, 
but costs are still high and can be 
beaten only by careful planning in- 
volving the imaginative use of music, 
story line, dialogue and backgrounds 
to make up for the reduction in ac- 
tual animation. 


Union Scale 


Some idea of labor costs can be 
gleaned from contract minimums es- 
tablished in New York by the Screen 
Cartoonists, Local 841, IATSE. It 
should be kept in mind that because 


Deputy Dawg, syndicated by CBS Films 


of the tremendous demand for expe- 
rienced personnel, most union mem- 
bers work well above minimum. 
Thus, the scale for an animator is 
$178.61 a week, but most good ani- 
mators receive $250 a week. 

Other union minimums (for a 35- 
hour week): director, $236.25; ani- 
mator (class II), $138.92; assistant 
animator, $110.25; in-betweener, 
$93.71; layout man, $178.61; story 
man, $178.61; background artist, 
$159.86; slide film layout man, 
$144.43; junior checker, $82.69; sen- 
ior checker, $110.25; inker, $82.69: 
painter, $71.66; paint dispenser, 
$71.66; camera man, $146.63; opti- 
cal cameraman, optical layout man 
and/or timer, $146.63 (after two 
years); precision printer, $93.71, 
and cleaner, $82.69. 

These labor costs vary, depending 
on the complexity of the animation. 
They also vary on the west coast, 
where two separate unions, Local 839 
of IATSE and the independent Screen 
Cartoonists Guild, represent anima- 
tion workers. In addition, there are 
other inescapable costs, such as art 
material, composers’ and actors’ fees, 





studio rental and recording and dub- 
bing charges, soundfilm stock. 

It’s been estimated that the mini- 
mum equipment requirements for a 
flourishing animation studio are the 
following: animators’ drawing 
boards, revolving discs, pegs, an ani- 
mation stand or table, a recorder, a 
moviola, multi-track editing equip- 
ment, a four-way synchronizer, a film 
splicer, and projector and screen. 
Other equipment and facilities are 
usually rented. 


Steady Income 


For the average commercials ani- 
mation house, subject to seasonal 
fluctuations in business volume, an 
expansion into programming insures 
a steady income. It is probably 
worthwhile noting that not one com- 
mercials animation company grosses 
more than $1 million annually to- 
day; Hanna-Barbera Productions, 
after three years in programming, 
grosses more than $3 million, and 
anticipates a gross of more than 
$450,000 in commercials alone this 
year. There is money in programs, 
if costs can be made reasonable. 





dub- It wasn’t until 1957, however, after 

Bill Hanna and Joe Barbera left 
mini- Metro-Goldwyn-Mayer (which had 
for a closed up its theatrical cartoon opera- 
e the | tion only to open it up again this 
‘ing  \ year) that a commercially acceptable 
) ani- television cartoon formula was estab- 
ler, a lished. (UPA had come up with the 
quip- critically lauded Gerald McBoing 
1 film Boing Show for CBS-TV, but there 
‘Teen. was advertiser resistance, and _ its 
s are costs were said to be high.) That 





year, through Screen Gems, H-B sold 
NBC-TV Ruff & Reddy and followed 


it up in 1958 with a national spot 


Willie McBean and His Magic Machine 


; ani- deal with the Kellogg Co. for Huckle- 

sonal berry Hound and then for Quick 

e, an Draw McGraw. If H-B’s The Flint- 

sures stones, which will be sponsored by 

bably Miles Laboratories and R. J. Reyn- Copyright Gene Deitch and Allen Swift 
com- olds, is a success, then the entire ani- ; 

rosses mation industry may be in for a 

ly to- renaissance, for it will undoubtedly 

tions, trigger production and presentation 

ming, of other network cartoons. 

and One of these will be Fearless Fos- 5 
than dick, Al Capp’s satire on another fa- Ry ar 

> this mous comic strip character. Dick sK\\ 

rams, Tracy, who will also be represented ‘ : 

», (Continued on page 82) ‘ : § 
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American Musical Theatre 


© 


4é have long held that excellent 

i educational and cultural pro- 
crams add a flavor to a television sta- 
tion that brings prestige and a follow- 
ing which makes all the time on that 
station more valuable.” 

That opinion, expressed by Carroll 
V. Newsom, president of New York 
University, is one which is shared by 
many thoughtful executives in tele- 
vision. Among stations which have 
been in the forefront of proving it 
true is wcsBs-Tv New York, which 
terms itself the “world’s largest and 
most successful commercial station,” 
where time and facilities are in con- 
stant demand. 

It was to wcBs-TV that Mr. Newsom 
wrote the above sentence, as a part 
of a letter to general manager Frank 
Shakespeare Jr. It was sent after the 
educator received the station’s 1959 
presentation on public service, titled 
The Silver Spade. The letter con- 
tinued: 

“wess-Tv’s Public-Affairs Division 
was started on the sound premise that 
it was charged with special respon- 
sibility in the public interest. Your 
consistent record of service has 


tow 





earned a foremost place for you in 
the broadcasting industry, and has 


enhanced your value to the entire 


community 

Proving its belief that educational 
and cultural programs are vital, wcBs- 
TV last year devoted 458 hours to 
programs and announcements in be- 
half of local educational, religious and 
civic purposes. Figured at regular 
card rates, the time and production 
facilities devoted to these telecasts 
would have amounted to more than 
$5.2 million, not including compensa- 
tion for talent. 


That this record of distinguished 
service leads to more than usual pub- 
lic acceptance is pointed up by the 
telecast from which the CBS brochure 
takes its name—The Silver Spade. lt 
was on May 14, 1959, that President 
Eisenhower took a silver-plated spade 
and scooped up a bit of loose earth. 
The occasion was the ground break- 
ing for the Lincoln Center for the 
Performing Arts. The finished $75- 
million center is expected to provide 
a cultural capital which will be the 


Transit Workers Union chief Mike Quill emphasizes a point before a panel of lawyers on New York Forum 
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headquarters for the Metropolitan 
Opera, the New York Philharmonic. 
the Juilliard School of Music, several 
theatres and other facilities related to 
music, drama and dance. 

Dedication ceremonies included a 
program by the New York Phil- 
harmonic, arias by Leonard Warren 
and Rise Stevens and a Juilliard 
group in the Hallelujah Chorus. 

Three stations covered the cere- 
monies. An estimated 414,000 viewers 

than watched on the three—and 375,000 
ais of these viewers watched on the facili- 
ties of wcBs-TV. The fact that nine out 
of every 10 viewers chose to watch 
on channel 2 seems to reflect the way 
shed the tv audience tends to the CBS- 
pub- owned station for coverage of 
community affairs. This is a reputa- 
tion that has been built up over the 
years by discriminating programmin« 
of events in the public interest. 

Features of this nature last year 
included : 

March 7—Contemporary Music of 
the Church, featuring the Riverside 
Church Choir, the St. Paul’s choris- 
ters, and soloists from the Metropoli- 


(Continued on page 34) 


Prestige builders 


Educators cite WCBS-TV’s fine 
public-affairs programming as strong 


boost to station’s time value 


Phillip Brunz and Mony Dalmes on Camera Three 
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Dick Close, Roger Bumstead, Dick Paige. 


[. there a need for ratings? 

The answer to this oft debated. 
much abused and never completely 
resolved question would seem to be 
in the affirmative, at least in the 
opinion of the six knowledgeable ad- 
vertising men who comprised the 
panel for the second NBC Spot Sales 
Media Managers Conference recently 
in New York. 

Unlike the participants who ex- 
plored the subject of public-service 
programming and went for two-and- 
a-half hours without even agreeing 
on a definition of the term during 
the first of this new series of con- 
ferences (TV AGE, June 13), the 
panelists this time professed them- 
selves, within a matter of minutes, 
as being in complete accord on the 
need for ratings. 

The topic, “Rating Services and 


the Use of Ratings.” discussed by 


28 October 3, 1960, Television Age 


A need for ratings? 


Media men take critical look 


at audience measurement in second 


NBC Spot Sales conference 


Les Towne 


last month’s Media Managers Con- 
ference, which is an outgrowth of 
NBC Spot Sales’ Timebuyer Opinion 
Panels, had previously been ex- 
amined by the first of the latter 
panels two-and-a-half years ago (TV 
AGE, March 24, 1958). 

At that time, timebuyer respond- 
ents from some 250 agencies around 
the country were more or less divided 
into three distinct groups on the 
subject. A small minority segment 
was entirely favorable to buying by 
the numbers, looking upon rating 
services as superior to the methods 
of measuring other media, and feel- 
ing that strict adherence to ratings 
is likely to produce sales results with 
far greater consistency than either 
guesswork or contradictory claims 
submitted by stations or station rep- 
resentatives. 

Another minority group of about 


the same size strongly expressed the 
believing that 
the worst possible fault is to be 
guided strictly by ratings, that rat- 


opposite viewpoint, 


ings are not absolute measurements, 
that samplings are too small, and 
that they do not 
statistics. 


furnish reliable 
The largest group of timebuyers 
making up this initial NBC Spot 
Sales buyer opinion panel took a 
middle position, saying that ratings 
are good but that they should be 
used as a guide only with the exer- 
cising of subjective judgment. 
These opinions were limned by 
Bill Fromm, new-business and _ pro- 
motion manager for NBC Spot Sales, 
acting as moderator for the most 
recent Media Managers Conference, 
to open a similar discussion among 
Roger Bumstead, media director, 
eastern division, McManus, John & 
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Adams, Inc.; Humboldt J. Greig, 
vice president and manager, station 
relations, C. J. LaRoche & Co.; Wil- 
liam E. (Pete) Matthews, vice presi- 
dent and director, media relations, 
Young & Rubicam, Inc.; Richard S. 
Paige, media manager, household- 
products division, Colgate-Palmolive 
Co.; Marvin Richfield, media direc- 
tor, Erwin Wasey, Ruthrauff & Ryan, 
Inc., and Leslie Towne, media di- 
rector, Smith-Greenland Co. 

Also present at what Mr. Fromm 
described as a kind of off-the-air 
Open End (“We don’t have cameras, 
but we do have coffee”) were Rich- 
ard Close, vice president, NBC Spot 
Sales; Dietrich, divector, 
radio sales; Edwin Jameson, direc- 
tor, television sales; Fred Lyons, 
eastern division, 
sales; Jack Ryan, manager, eastern 


George 


manager, radio 
division, television sales, and An- 
thony Liotti, manager, research, tele- 
vision and radio. The NBC execu- 
tives participated to the extent of 
making comments or answering ques- 
tions directed at them by the media 
men. 





























Answering the comment of one 
panelist in the 1958 Timebuyer 
Opinion Panel that “ratings are an 
inadequate tool for a billion-dollar 
industry,” Y&R’s Pete Matthews said: 
“I will agree that they are an in- 
adequate method, but the problem 
is what does one do when one doesn’t 
have an adequate method? I think 
that accounts for the group of 
middle-of-the-roaders who feel that 
present and available rating methods 
have to be used, or are sufficiently 
helpful to be used. . . . We are in 
the situation of not having any al- 
ternative recognized method of meas- 
urement — everything otherwise is 
either subjective or random. 


Unrealistic Thinking 


“Therefore, with the number of 
stations to be considered, and the 
number of purchases to be made, it’s 
quite unrealistic to think that you 
can go sufficiently in depth, in study- 
ing or measuring individual stations, 
to get the kind of guidance which 
really we ought to have... . / A rating 
service should be used as a relative 


(Seated, l. to r.) Bumstead, Matthews, Richfield, Greig, Fromm, Paige, Towne; (standing) Jameson, Close 








circulation measurement. It should 
not be considered the answer to ques- 
tions of advertising effectiveness, of 
the strength of appropriateness of 
the medium for a product purpose. 
Nor should it be used as a system of 
mathematics by which we determine 
whether we are getting values in cost- 
per-thousand, or anything of that 
sort.” 

In answering moderator Fromm’s 
query about rating services’ sample 
size—‘do you believe it is sufficiently 
large to result in reliable rating fig- 
ures, or is a bigger sample a much- 
needed element?”—EWR&R’s Marv 
Richfield replied: “The probability 
technique, as it is employed in 
samples, is fundamentally correct, 
worthwhile and as accurate as a ran- 
dom sampling can be. Mathematic- 
ally, the numbers are not important. 

“Scientifically, the small sample is 
as effective as a larger sample. You 
couldn’t practically have a_ true 
measurement of everyone. At least 
not now. And therefore, I see nothing 
wrong with using the probability 

(Continued on page 83) 
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Research search 


Television Bureau contest 
enlists experis in the 
field to suggest needed 


advertising studies 


Thomas B. McCabe, Scott Paper Co. 


He to add to the voluminous 
and exhaustive wealth of re- 
search material in the field of tele- 
vision, a governing committee of 
illustrious names from the worlds of 
psychology, sociology and communi- 
cations has announced a unique com- 
petition. The contest, underwritten by 
the Television Bureau of Advertising. 
will endeavor to uncover 18 new and 
outstanding plans for research into 
the effects of television on human 
behavior. 

Authors of each of the plans- 
which are to be published collectively 
in book form—will receive $250. The 
authors of the two plans considered 
by the judges to be most outstanding 
will receive additional awards of 
$4,000 and $1,500 each. 

Completed research projects are 
not sought by the committee. Rather, 
it believes the definition of the prob- 
lem and the design of the strategy 
are the critical phases of any re- 
search endeavor; once these are out- 
lined, the projects themselves can be 
carried out. By focusing attention on 





Arno H. Johnson, J. Walter Thompson 
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Frank Pace Jr., General Dynamics 





the initial plan, the committee be- 
lieves it can best encourage and im- 
prove advanced research. 


Broad Behavior 


The range of projects and thematic 
material is limited only in that they 
must deal with tv and human be- 
havior. “Behavior,” it is noted, “is 
used broadly and includes knowl- 
edge, motivation, attitudes, percep- 
tion, attention, skills, etc. The term 
also is intended to apply to individ- 
ual, group or institutional activity.” 

Examples of problem areas from 
which specific project subjects might 
be selected include civic behavior, 
learning and education, consumer be- 
havior, inter-personal relations, cul- 
tural activities, etc—any aspect of 
behavior that is or might be affected 
by television. 

The range of research plans is 
similarly limitless, although the com- 
mittee desires individual research 
projects focused on specific problems, 
rather than complex, long-term pro- 
grams. A plan may call for the col- 





Porter McKeever, CFED 





Ralph Hetzel, MPAA 


lection, analysis and interpretation 
of existing factual or empirical data, 
or may involve experimental or ex- 
ploratory studies, surveys, communi- 
cations theory or combinations of 
these. Of obvious importance, says 
the committee, is the development of 
statistical or methodological tools of 
significance for tv problems. (Not 
eligible are plans for research fo- 
cused exclusively on technical en- 
gineering problems.) 

Submitted plans will be judged by 
a panel of distinguished specialists on 
such considerations as: the problem 
—its conceptualization and impor- 
tance; the research strategy—its 
freshness, originality, creativeness 
and “break-through” potential, as 
well as its soundness, feasibility and 
practicality; the anticipated results 
and the clarity and completeness of 
the plan’s presentation. 

Joint authorship by individuals is 
permitted in the competition, with 
the award for an accepted jointly 
written plan to be divided equally 
among the authors. There is no limit 





John White, NETRC 


on the number of plans that may be 
submitted by any one author. Entries 
are acceptable only from individuals, 
however, not from organizations. 
Under its list of rules for presenta- 
tion of plans, the committee states 
that the presentation should be suf- 
ficiently detailed to serve as a prac- 
tical blueprint for the proposed re- 
search. Most plans, it is anticipated, 
will require 3,000 to 3,500 words 
exclusive of possible “exhibits.” 


Modus Operandi 


An “abstract” stating the problem 
and a brief description of the re- 
search strategy proposed, along with 
any other information the entrant 
considers essential, should precede 
the detailed presentation of the plan. 
Following, full coverage of the prob- 
lem—its background, its importance, 
its derivation (whether from pre- 
vious research, theory or a practical 
need)—should be given. Proposed 
strategy and design of attack on the 
problem must be supplied, along 

(Continued on page 34) 
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Producer Krumgold 


66% Phe great publishing empires 

of our time have been built 
on the public’s enthusiasm for facts 
concerning people, and not upon 
fiction. Television will eventually 
win the same kind of credence given 
today to a magazine feature. In doing 
so, the medium will have developed 
a new form of presentation.” 

And, in the 
Krumgold, producing-di- 
recting Story of a Family for NBC- 
TV, agency BBDO and client Ocean 
Spray Cranberries, Inc., much of the 


opinion of Joseph 
currently 


basics of the new form of video en- 
from local 
stations across the country rather 


than from New York and Hollywood. 


The producer, a veteran of only 


tertainment will come 


a year in the tv medium, recently 
returned from a midwestern tour in 
which he searched for a representa- 
“star” in the NBC 
special. “In New York,” he said. 
“['d been thoroughly indoctrinated 
with the idea that outside the major 


tive family to 


production centers were numerous 
tv stations, existing by pressing but- 
tons for the network feed or showing 
feature film after feature film. 

“In a few short days of travel I 
had my eyes opened. I found exciting 
things in local programming—things 
that would receive amazed stares if 
somebody proposed them in a Madi- 
son Avenue agency. For instance, in 
Fort Dodge, the station manager, Ed 
Breen, happens to like poetry. So 


he’s got a half-hour of poetry read- 
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promise 


ing at 10 one night a week. Believe 
it or not, the program is sold out, 
with a list of advertisers waiting. 

“In Minneapolis I saw a newscast 
that noted the arrival in town of 
Arthur Fiedler, the Boston Pops con- 
ductor. The station found out that 
the man liked fire engines, so they 
sent one out to drive him to the hotel. 
Along the way four cameras filmed 
the fire truck at slow speed. When 
the shot was aired, it was run at 
normal speed to give the impression 
of the conductor whizzing through 
the city. For suitable background, a 
recording of the Boston Pops’ version 
of frantic can-can music was played. 
All this—for a one-minute touch of 
liveliness to a newscast!” 


New Departure 


Similar instances in other local 
operations were cited by Mr. Krum- 
gold, whose own forthcoming pro- 
duction is something of a departure 
from standard tv fare. Story of a 
Family, he explained, will be filmed 
over a_ three-week period during 
which the unscripted, day-to-day ac- 
tivities of one American family will 
be viewed. There will be a “prob- 
lem”—perhaps a daughter’s impend- 
ing marriage to a boy of whom the 
family disapproves, a medical crisis 
or a political one—but the problem 
will be a real one. Over-all, the pro- 
gram is intended to depict the values 
of family life as they exist after a 
period of depression, war and tech- 


of local tv stations 


Programming 


Imagination, ingenuity, techniques 


surprise New York producer 


nological advancement. 

“There may be traces of ‘soap 
opera’ in the finished show,” noted 
Mr. Krumgold, “but, if so, it will be 
because they are part of the truth. 
We think the public will recognize 
and appreciate this. 

Unusually, but because of its very 
nature, Family was sold without a 
script, pilot or even an outline. “It’s 
a concept,” said the producer. “The 
final family hasn’t been selected yet, 
so we don’t even know what our 
‘problem’ is at this point.” Evidently 
the concept and the experience of the 
producer (who has been associated 
with major Hollywood studios, Om- 
nibus, etc.). plus the fact that the 
show is perfect for pre-Thanksgiving 
showing—the peak season for cran- 
berry sales—were enough to convince 


both agency and advertiser. 





Family hostess Jane Wyatt 
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Prestige (Continued from 27) 


tan and New York City Opera 
companies, 

March 15—Z/t’s Your Story, dealing 
with the needs and activities of the 
American Red Cross. 

April 18—Cardinal 
Easter Message. 

July 4—The Story of the U. S. 
Post Office. 

July 4—The Lai Family — how 
CARE came to the help of a poverty- 
stricken Chinese family. 

July 5—The Better Business Bu- 
reau Story. 

August 18—Harlem: A Self-Por- 
trait—a documentary on Harlem’s 
problems and its relationship to the 
rest of the New York community. 

August 25—The Blended American 
—a documentary on Hawaii, stressing 
its ethnic mixtures. 

November 22—Journey into Life— 
dramatization for the Federation of 
Jewish Philanthropies. 


Spellman’s 


Tremendous Response 


There were literally hundreds of 
others, mostly outlined in some detail 
in The Silver Spade. When that 
brochure was mailed out to educators 
and others who had professed interest 
in one or another of the WCBS-TV pro- 
grams the response was tremendous. 
were received 
from such widely known persons as 
F. Cardinal Spellman, archbishop of 
New York; Senator Jacob K. Javits 
of N. Y.; Rep. Willard S. Curtin of 
Pennsylvania; State Senator MacNeil 
Mitchell, chairman of the Committee 
on Affairs of the City of New York; 
Sister Jeanne Marie Lyons, president 
of Maryknoll Teachers College; Mrs. 
Ordway Tead, president, Briarcliff 
College; Wallace S. Moreland, 
Rutgers University; Ralph W. Sock- 
man, pastor Christ Church; Edwin 
T. Dahlbert, president of the National 
Council of the Churches of Christ and 
Robert I. Smith, Federation of Jewish 
Philanthropies. 


In his answer for Governor Rocke- 
feller, Robert L. McManus, press sec- 
retary, pointed out that “the governor 
feels television is one of the most ef- 
fective means of transmitting in- 
formation about problems and pro- 


Communications 
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grams of interest to the public and of 
arousing public interest.” 

Commissioner Ralph W. Whelan 
of New York said of the brochure that 
it helped to recall “the series of 
splendid services you have rendered 
to our city in presenting information 
and events. ...” 

The views of the many educators 
interested in the programs seem well 
summarized in those expressed by 
Sister Vincent Therese, president of 
St. Joseph's College for Women, who 
said: “ . . . we appreciate the wonder- 
fully constructive contribution which 
you are making to broad liberal edu- 
cation... .” 





Research (Continued from 31) 


with drafts of needed questionnaires, 
descriptions of experimental mate- 
rials required, definitions of technical 
concepts and terms, etc. 

“The approach,” says the govern- 
ing board, “should be to delineate the 
design or strategy with sufficient com- 
pleteness and detail to enable any 
competent investigator with adequate 
facilities to execute the research.” 


Wide Endorsement 

Among numerous executives out- 
side the tv industry who have en- 
dorsed the competition are: Marion 
Harper, Jr., president of McCann- 
Erickson, Inc.; Frank Pace, Jr., exec- 
utive officer of General Dynamics 
Corp.; Thomas McCabe, president of 
Scott Paper Co.; Gilbert Seldes, di- 
rector of the Annenberg School of 
Communication; John F. White, 
president of the National Educational 
Tv and Radio Center; Porter Mce- 
Keever, information director for the 
Committee For Economic Develop- 
ment; Ralph Hetzel, vice president of 
the Motion Picture Association of 
America; Arno Johnson, chairman of 


the Advertising Research Founda- 


-tion, and Philip H. Coombs, program 


director of the education program of 
the Ford Foundation. 

Serving as members of the govern- 
ing committee are: Leon Arons, re- 
search vice president for TvB; Mark 
May, professor emeritus in psychol- 
ogy at Yale University; C. R. Car- 
penter, professor of psychology at 





Pennsylvania State University; John 
B. Carrol, professor, Harvard Uni- 
versity; Joseph T. Klapper, research 
consultant; Paul Lazarsfeld, chair- 
man of the sociology department at 
Wilbur 
Schramm, communications research 
professor at Stanford University, and 
Milton Sherman, client service di- 


Columbia University; 


rector at Marplan, Inc. 

Further information on submitting 
entries in the competition, which 
closes March 15, 1961, may be ob- 
tained from Tv Research Plan Com- 
petition, 1 Rockefeller Plaza, New 


York 20. 





Bernstein Biography 


Leonard Bernstein, by David Ewen. 
Chilton Co., Philadelphia. $3.50. 

To television viewers, and that in- 
cludes all of us these days, no mod- 
ern musician has attained the emi- 
nence of Leonard Bernstein. Since 
his first tv appearance on Omnibus, 
Nov. 14, 1954, he has captured the 
interest and imagination not only of 
acknowledged music lovers but of 
the millions with little knowledge of 
music as well. 

After that first telecast in which he 
Fifth 


phony, there have been dozens of 


discussed Beethoven’s Sym- 
others, and each has seen increasing 
interest and increasing audience. For 
those who have met Mr. Bernstein 
only as one of the world’s foremost 
conductors, or on his telecasts, this 
biography will be a most welcome 
volume. Although intended primarily 
for young people, it is by no means 
beneath the notice of any admirer of 
this talented musician. 

Mr. Ewen unfolds the story of his 
hero with all the richness and variety 
which have marked the Bernstein ca- 
reer. There are accolades and 
triumphs, but there are also frustra- 
tions and despair. From a_ frail, 
to the 
healthy, athletic extrovert of today, 


asthmatic, anti-social child 
the story unfolds with never a dull 
page. Leonard Bernstein is a great 
musician, but he is also an extraordi- 
narily well-informed and interesting 
man. It is a rewarding experience to 
know him better through the eyes of 


Mr. Ewen. 
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ophistication? : 
A prominent manufacturer recently ad- 


vised dealers across the country of an impending 
spot tv campaign in the nation’s top 50 markets. 
The campaign, he said, would run on stations 
that cover roughly “97 per cent of all U. S. 
tv homes.” 

About the same time, a major appliance 
maker outlined for his distributors a 26-market 
spot drive to run 10 weeks before Christmas. 
The “potential viewing audience” (undupli- 
cated, of course) for its commercials, said the 
company’s promotion piece, consists of “63 mil- 


lion persons.” 


RAS! 


Sometimes overlooked 
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Bonus 
millions 





small markets offer buyers 


excellent values 


at low cost 


These are but two examples of the pseudo- 
scientific and totally unsophisticated thinking be- 
hind many advertisers’ use of television. In each 
instance the facts might be correct, but they are 
worded in a way that leads to confusion, de- 
lusion or a combination of both. 

Does the first-cited manufacturer, for instance, 
actually believe one or more of his commercials 
will be seen in 97 per cent—say 43,125,000 
of the country’s tv homes? Are his dealers ex- 
pected to believe it? Or take that second manu- 
facturer, the one who obviously hopes to reach 
one out of every three Americans of all ages 
with announcements in 26 “major” markets. In 
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ABC: 28 programs 


CBS: 41 programs 


NBC: 37 programs 


I. Average Network Share of Audience 
All regularly scheduled evening shows,* 1955-1959 
1955: Average Share of Audience 





ABC: 30 programs 


CBS: 40 programs 


NBC: 36 programs 





1959: Average Share of Audience 


*Excluding specials, sustainers, %4 hr. programs. 








Source: As computed by a leading agency from Nielsen Feb. ll report each year. 


23 of those markets, according to his 
schedule, a single station is being 
used, with Chicago’s one-station “po- 
tential viewing audience” given as 
6.1 million, Philadelphia’s as 4.2 
million and Pittsburgh’s as 2.2 mil- 
lion persons. 

To any competent researcher or 
marketing man, it’s immediately evi- 
dent that the number of “potential” 
viewers in each market is actually 
the total-population figure for the 
area. Conceivably it could happen 
that every man, woman and child in 
a given market would see one of the 
advertiser’s commercials in the space 
of 10 weeks, but the factors that 
might bring this 
fathomable. 


about are un- 
Small wonder, if busi- 
ness should not live up to the manu- 
facturer’s expectations, that he and 
his dealers might decry a “numbers 
game” in which 60 million people 


should have seen commercials but a 


great many less actually did. 
Promotion is one thing ; intentional 
unintentional 
misunderstanding of audience data— 
in a period when every dollar spent 
for advertising is expected to bring 


misrepresentation or 


a certain return—is quite another 
thing. 


‘MR. 
STATION 
MANAGER: 





If you are 
| 
‘interested in 


| 


more network 


shows for your 


station or 
| 





need a public 
relations 
representative, 
or both, you 
should talk to 


And a basic fact in today’s tv pic- | 


ture is that while an advertiser might 
buy time in the first 50 or 75 or 100 
markets and feel confident that he 
has blanketed the country with com- 
mercials, the percentage of homes not 
receiving his messages is far greater 
than the three-to-six per cent left 
unaccounted for at the end of his 
“Top 100 Markets” list. 

“One of the surest and most eco- 
nomical ways to add viewers,” says 
an NBC-TV executive, “is to add the 


country’s smaller markets.” 


Elisabeth 


Beckjorden 


Network and Personal 


Representative 


235 East 46th Street 
New York 17, N. Y. 
PLaza 5-4262 


Shaking his head, a perplexed ad- | 


vertiser might reply, “But, look: I | 









Associate Member NAB 
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In the 14 county Lafayette TV 
area KLFY-TV can deliver 100,000 
homes. Other media deliver 
only segments of this prosperous, 
diversified market. 


is a little more than half of the total 
TV homes KLFY-TV can deliver, and it 
takes 13 radio stations to serve the 
area KLFY-TV delivers with one 
efficient buy. 





in the rich Henferyette area 
Consumer Spendable Income per household 21st in Nation . . . 


$7,432 Retail Sales per household 46th in Nation 


KLFY-TV ... 
®@ delivers an average of 30,700 homes, 6 P.M. to 10 P.M., Monday through Friday, March 
‘60 ARB. 
@ the only television station in the 14 counties comprising the market. 
®@ greater audience coverage than any radio station or newspaper. 





® outstanding 14 county coverage ranging from 70% to 100% of potential TV h holds, 
during evening hours. 
Audience 
KLFY (Source: ARB 
March, 1960) 


TV Home Potential 
Net 


102,000 





Circulation 






























LAFAYETTE 

14 COUNTY MARKET 

Population 648,600 

Retail Sales $479,923,000 

Consumer Spendable Income 

$792,876,000 

Lafayette Metro C.S.!. per House- 
hold ($6,766) tops all other state 
metropolitan areas. 


(Source: SRDS Consumer Market 
Data, May 1960) 


LAFAYETTE: 

RICH, BALANCED ECONOMY 

@494 new pani P ting 
all phases of the petroleum indus- 
try, have moved to Lafayette in 
the last three years. 11/2 billion 
dollars in offsh oil operati 
in Southwest Lovisiana (87% of 
total U.S. investment). Lafayette 
market contains 27% of state farm 
population, 41% of state income. 








®@ Current typical advertisers buying 
inant coverage on KLFY-TV: 
Anghist Borden’s Budweiser 
Carnation Milk Exquisite Form 
Kellogg Clabber Girl Midas Muffier 
Coca Cola Socony Mobile 


"Channel 10 para 





Full Power 


KLFY-TV, the only medium capable of unifying 
and selling the Lafayette market efficiently. 


Represented by: Headley-Reed Co. 
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Newspaper service to these counties | 


know buying the first 100 markets 
means my programs or commercials 
have a chance of being seen by about 
95 per cent of all the homes in the 
Now, I 


also know there are 100-115 smaller 


country that have tv sets. 


markets served by a single station or 
a satellite operation. Do you mean 
I have to buy all those markets to 
cover the remaining five per cent of 
the country’s tv homes?” 

If coverage alone were what the 
advertiser desired, the answer neces- 
sarily might be a qualified yes, with 
the matter of duplication affecting 
However, .as NBC 


and the other networks have pointed 


the qualification. 


out, along with many advertising 
agencies and their clients, the addi- 
tion of small markets to a schedule 
adds viewers, not coverage alone, at 
a favorable cost-per-thousand. In 
themselves, small markets serve the 
local public and advertisers, but the 
fact that a national advertiser can 
benefit consistently by gaining mil- 


of the 


smaller markets more than justifies 


lions “bonus” viewers in 
their existence. 
What factors have given the small, 
valid _ selling 
A look into 
both past and present is called for. 


single-station areas 


stories in recent years? 


There was a time when, speaking 
in broad terms, the entire country 
dropped whatever it was doing and 
tuned the radio to Amos ‘n’ Andy. 
Not too long ago a similar situation 
occurred on Tuesday nights when 
anyone who had a tv set spent an 
hour with Milton Berle. For a pro- 
gram sponsor, these are the dream 
situations—where everybody in the 
country is exposed to a single adver- 
tiser’s message at the same time. 

In today’s pattern of three-network 
competition and both “copy-cat” and 
counter programming, the monopo- 
listic dream of the advertiser cannot 
come true. 
the average network sponsor on 
either CBS-TV or NBC-TV in Feb- 
ruary 1955 could count on obtaining 
roughly 40 per cent of the total tv 


As indicated in Fig. 1, 


| audience. Four years later, with the 
surge of ABC-TV in both new pro- 

gramming and number of affiliates, 
| the average sponsor on any of the 
| three networks could count on cap- 
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I’M TELLING YOU ...SALES ARE UP 
IN ROCHESTER, MINNESOTA 


Yes, sir, sales of baby food, automobiles, Proof? All you have to do is look at the ARB 
cigarettes, soaps, gasoline. In fact, you name which gives KROC-TV 71% share of audience 
it... Rochester, Minnesota buys it to the tune sign-on to sign-off. 

of $819 million a year. 


Honestly, this is one of the best single-station Buying KROC-TV is doing what comes nat- 
buys in the country and KROC-TV delivers urally. It’s a beaut of a buy. 
the entire market. 


Coming soon—1300 ft. tower covering 300,000 tv homes in 
Rochester-Austin-Mason City-Albert Lea-La Crosse-Winona area. 


KROC-TV 


CHANNEL 10, Rochester, Minnesota 





National Representative: Venard, Rintoul & McConnell, Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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ATTENTION 
TIMEBUYERS: 


KTRE-TV, Lufkin, Texas has one of the 
highest ARB share of audience in the 








93.4 


sign-on to sign-off Sunday through 
Saturday (ARB, MARCH 1960) 








KTRE-TV is recognized by national ad- 
vertisers as a necessary network buy. 


KTRE-TV has a full network lineup with | x 


the best of NBC, CBS and ABC. 


Ask today for availabilities around 
these top rated shows. 


Call Venard, Rintoul & McConnell, 
Inc., national representatives. 


KTRE-TV 


Lufkin, Texas 





Channel 9 


Ooms 


RICHMAN LEWIN 
Vice President & General Monager 



















turing only about one-third of the 
total audience. 

(The rise of ABC-TV has been well 
documented in the past. Further au- 
dience-share changes occurred in the 
*59-°60 season, and others will un- 
doubtedly occur in the months ahead. 
It is not the purpose of this article to 
rank the networks, but to point out 
the fact that the sponsor of an average 
program on any one facility can ex- 
pect a share of the total audience ap- 
equal the 
watching his competition.) 


proximately to shares 

Looking at it another way, in the 
past four years not only has the aver- 
age program’s rating fallen, but more 
and more programs have moved from 
the “must view” category into “aver- 
age” status, while the number of low- 
rated programs has increased. As 
evident in Fig. 2, in March 1957 22 
per cent of 130 network programs 
had ratings over 30.0, and 21 per 
cent of the shows had ratings under 


15. 


cent of the same number of programs 


Four years later only seven per 


had 30-plus ratings, and 24 per cent 
were in the under-15 group. The per- 








STRENGTH, POWER, 
AND ABILITY... 





TV HOMES 


TO SELL WESTERN 
MONTANA'S PEOPLE 
IN 7 CITIES AND 13 
COUNTIES. 


KMSO-TV 
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centage of middle-ground programs, 
those with ratings of 15-30, rose from 
57 to 69. 

As noted above, and as Fig. 2A 
indicates, the average audience rating 
for all regularly scheduled evening 
network programs dropped from 21.8 
in 1957 to 19.6 in 1960. While tv 
extended its reach throughout the 
country, both new and old viewers 
found a certain measure of independ- 
ent and local programming (and non- 
tv activities) appealing enough to 
cause an over-all decrease. Ratings 
on the top 10 programs alone fell 
from 35.8 to 32.4 during the period, 
while the bottom 10 shows’ average 
rating rose from 6.6 to 7.9—another 
sign of audiences seeking the “middle 
ground.” Helping to deflate the aver- 
age rating, of course, is the matter of 
the networks’ scheduling of more re- 
cent programs in marginal early- and 
late-evening periods when fewer view- 
ers naturally can be expected than in 
peak times. 

This, the 


roughly 75 markets where each net- 


then, is situation in 


work has a full-time affiliate: rela- 
tively equal shares of audience, and 
generally lower ratings for an adver- 
tiser than he received just a few short 
years ago. Stations in these 75 mar- 
kets “cover” better than 75 per cent 
of the country’s tv homes with sig- 
The top 
40-45 
per cent of U.S. tv homes, but the 


nals of measurable power. 
10 markets alone cover some 


competitive situation in these is even 
more accentuated with the audience- 
pulling power of the independent sta- 
tions. 

Obviously a network advertiser or 
a spot user in these markets has a 
one-in-three (or less) chance of his 
commercials on any one station being 
seen at any one time. One way to 
increase his total audience, naturally, 
is to buy additional stations in each 
market. Anyone familiar with time 
costs in major markets knows the siz- 
able budget increases that would be 
necessary to buy two or three network 
afhliates in each. Additionally, pro- 
gram sponsors would find their talent 
immediately 


and production costs 


doubled or trebled. Thus, even if 
time can be cleared on additional sta- 


tions, the economivs involved often 








TOPEKA HAS ONLY 
ONE TV STATION 


WIBW-TV 






- CHANNEL 13, TOPEKA, KANS. 


7 CBS « NBC e ABC 
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y \ ‘ 
“335 AIRLINE MILES 
TWIN CITIES, MINN. 
~~ ‘ - 
AIRLINE MILES 
MILWAUKEE, WIS. 


108 
AIRLINE MILES ... 
MADISON, WIS. 


r ; 
129 AIRLINE MILES 
CEDAR RAPIDS, IOWA 
7s é 


” 


WKST Provides the Only Con- 
sistently-Dependable Signal for 
an Isolated Market of 160,000 
Wisconsin, Minnesota and lowa 
TV Homes (CBS Research). Ob- 
viously, it would Take Two or 
Three Times as Many TV Homes 
in a Multi-Station Market to De- 
liver a Comparable Audience. 


IN:Ke NIxe 


Wits I 





LA CROSSE)! 


WISCONSIN 
250,000 WATTS 
Represented by: 
H-R TELEVISION, INC. 
Harry Hyett, Minneapolis 


00! 
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1957 
Over 30.0 22 
15.0-30.0 57 

21 


Under 15.0 


2A. Average audience Ratings, 


Top 10 programs* 
All programs 
Bottom 10 programs* 


Source: Nielsen II March 





Fig. 2. Trend of Ratings—Evening Programs—1957-1960 
Distribution by rating levels, average audience 


*Omitting shows not regularly scheduled at same time, Jack Paar 


% of total 
1958 1959 1960 
9 7 7 
71 73 69 
20 20 24 
1957-1960 
% of total 
1957 1958 1959 1960 
38.5 35.5 33.5 32.4 
21.8 214 208 19.6 
6.6 7.6 8.3 7.9 








are more than an advertiser can bear. 

A thoroughly workable and eco- 
nomical way of bringing bonus view- 
ers to an advertiser’s commercials is 


| the addition of the small markets. 


What makes these areas guaranteed 
bets for additional viewers? 


First, the small market—particu- 


| larly the single-station market—fur- 


nishes a greater audience share for 
each program, inasmuch as there is 
little or no competition. While it is 
true that less than 800,000 homes in 
the U.S. can receive only one tv sta- 
tion, about 15 per cent (or 6.3 mil- 
lion) of all tv homes are covered by 
the outlets in single-station markets 
or by their satellites. And because 
the stations are local operations, they 
generally have greater viewer loyalty 
than that afforded neighboring sta- 
tions whose signals reach into the 
area. 

Secondly, ratings in the single-sta- 


| tion markets are normally well above 


the national average. Wagon Train, 
for example, hit 74.3 on KTRE-TV Luf- 
kin, Tex., according to ARB March 
1960. 


nessee Ernie Ford was seen in 16,200 


The same report shows TJen- 


homes of the complete 32,700 “home 
potential” of KTwo-tv Casper, Wyo., 
and The Danny Thomas Show was 
viewed in 53,200 of the 102,000 “po- 
tential homes” of KLFyY-Tv Lafayette, 
La., says ARB for the same period. 
Stations in three-or-more-outlet com- 


| petitive markets, of course, seldom 


capture one-half the sets-in-use, much 
less 50 per cent of their home poten- 


tial. 


Thirdly, the addition of local sta- 


tions adds viewers, even though the ~ 


program offered is already being 
brought into the market by an “out- 
side” station. And when the program 
reaches an area via two outlets where 
it was previously seen on only one, 
obviously a program that formerly 
competed has been eliminated. 

It is this last point—the matter of 
feeding the same program into a mar- 
ket via two stations—that not infre- 
quently leads advertisers to question 
the reasoning behind it. “Look,” says 
our typical example, “according to 
the figures here, the Denver station 
gets my program into Casper, the 
Pittsburgh station gets it into Al- 
toona, etc. Why pay extra money to 
carry the program on the local sta- 
tions? People who want to see it 
in those towns can see it now. Even 
if I rebroadcast the program on a 
delayed basis, won’t I attract the 
same viewers who caught the show 
earlier—and they won’t watch re- 
runs!” 

Illustrating the fallacies in this 
theory, a special survey drawn from 
the Nielsen Station Index shows wide 
differences in the ratings of a pro- 
gram when it is seen in one market 
from both an outside and a local 
source (Fig. 3). Loretta Young Pre- 
sents, for example, while “available” 
in Casper, Wyo., from Denver on 
Sunday night, drew only a 5.5 rating 
and a fractional share of audience. 
Rebroadcast on Wednesday evening, 
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PUT YOUR BRAND ON BOTH 
KFB C- TV Cheyenne, Wyo. Ch. 5 100,000 Watts 


AND 


KSTF ( TV) Scottsbluff, Neb. 


Ch.10 238,960 WATTS 






For the 
Low Single 
Station 
Rate 


x © oA VL YT My Oh. 7 tc 








FOR ADDITIONAL DETAILS 























POPULATION: 402,400 | WRITE OR PHONE... 
FAMILIES: 119,100 KFBC-TV Phone: 4-446] 
TV HOMES: 91,707 same ci ae 
: National Sales: 
EFFECTIVE BUYING INCOME: $688,521,000 Cheyenne, Wyoming 
or Geo. P. Hollingbery, Inc. 
CBS - NBC - ABC 
KFBC-TV KSTF (TV) 
Cheyenne, Wyo. Ch. 5 Scottsbluff, Neb. Ch. 10 
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UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 
WPBN-TV 


Traverse City 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. B. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. B. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sta. B. 
(Sat. 6 PM-Mid.) 


1900 MORE Homes Reached Than Sta. 8. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 





NS 






Les Biedermon 


or Bunyan Network 
* 


| Venard, Rintoul & weConnell 











WTOM-TV 


Cheboygan 
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the program reached a 52.4 rating 
and an overwhelming audience share. 

The Chevy Show, seen in Colum- 
bus-Tupelo, Miss., from a Memphis 
station, got a rating of only 4.0 and 
a 6,0 share; when later telecast to the 
market via the local station, the pro- 
gram rating climbed to 18.0 and the 
share to 52, 


sponsors are 


Since Loretta Young’s 
interested in selling 
beauty preparations and cigarettes in 
Casper as well as elsewhere, and 
General Motors evidently does not 
frown on a Chevy sale in Columbus, 
these and other advertisers have seen 
the wisdom of advertising in small 
markets as well as major ones. 

With the networks advocating ad- 
vertisers to reach further and further 
throughout the country in order to 
increase the viewing audience and 
beat the effects of competition, the 
number of stations carrying the aver- 
age nighttime program has increased 
greatly in the past six years (Fig. 4). 
The kind of arguments put forth in 
the CBS-TV “Empire City” presenta- 
tion—and in similar selling appeals 
by ABC-TV and NBC-TV—has shown 
many clients why they should reach 
out beyond the “top 100” buys of 
yesterday. 

To illustrate the value of individ- 
ual small markets that might be 
thought insignificant by the adver- 
tiser accustomed to ordering New 
York, Washington, San Francisco, 


When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


© BF xc, san anctio A 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, TNC. 





etc., CBS theoretically created Empire 
City from 37 continental U.S. mar- 
kets, including one in Alaska, plus 
one in Bermuda. In size, the com- 
bined markets account for 776.310 
tv homes and better than $3.9 million 
in retail sales. Such an area, placed 
in a list of the country’s top 15 mar- 
kets, falls into the number-10 spot 
with 20,000 more tv homes and al- 
most 35 per cent more retail sales 
volume than St. Louis, the regular 
10th-place market. 

In better than half of Empire City’s 
221 counties, says CBS, some 428,520 
tv homes are covered for the net- 
work’s programs only by the local 
affiliates. Of these homes, 225,010 
receive one channel only, 110,640 get 
two channels, 58,960 get three, and 
33,910 get four. 
number of sets in use and program 
ratings in the markets from ARB 
data, the network states its “exclu- 


By estimating the 


sive” coverage in Empire City puts 
CBS shows in 137,503 homes nightly 
with an average rating of 32.1 and at 
a cost per thousand per commercial 
minute of $2.32. The cpm figure 
compares favorably with those of 
Pittsburgh ($2.43), Cleveland ($2.40) 
and St. Louis ($2.03). 

(Taken as a group, the cost of the 
Empire City areas alone is admittedly 
higher than the cost of any one of all 
but the very top markets. However, the 
discounts offered under its extended 
market plan by the network to an 
advertiser who buys five, 10 or more 
markets brings the cpm to an attrac- 
tive point. National advertisers are 
well aware that it can be uneconomi- 
cal on a cpm basis alone to buy a 
smal] market rather than a large one, 
as basic tv costs do not fall off in 
proportion to the decrease in view- 
ers. These same advertisers are also 
aware, however, that newspaper costs 
increase more rapidly than tv costs as 


the size of the market decreases—and 





that small tv markets bought in com- 
bination with larger ones work eff- 
ciently.) 

Among those clients who purchased 
all or nearly all of the EMP stations 
in their fall *60 line-ups on CBS-TV 
are General Foods, American Home 
Products, Bristol Myers Sterling 
Drugs, S. C. Johnson, Liggett & 
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Fig. 3. “‘Local’”’ vs. “‘Outside’’ Station 
(Same Program) 
Metro 
Rating 
City Program Station Time (%) Share 
Casper, Wyo. , 
LORETTA YOUNG SHOW Casper Wed 7-7:30pm 52.4 79 
April 1960 Denver Sun 8-8:30pm 5.5 
Chico-Redding, Cal. 
LARAMIE Redding Tues 9:30-10:30 17.6 31 
April 1960 Sacramento Tues 7:30-8:30 6.4 10 
Columbus-Tupelo, Miss. 
CHEVY SHOW Columbus Sat 10-1 1pm 18.0 52 
May 1960 Memphis Sun 8-9pm 4.0 6 
Dayton, Ohio 
BOURBON ST. BEAT Dayton Sat 8-9pm 21.4 33 
May 1960 Cincinnati Mon 8:30-9:30 2.8 4 
Great Falls, Mont. 
FORD SHOW Great Falls Thurs 9:30-10pm 19.6 31 
Feb. 1960 Helena Fri = 9:30-10pm 10.2 16 
Greenville-Spartanburg, S. C. Greenville- Fri = 8:30-9pm 20.6 31 
HOTEL DE PAREE Spartanburg 
April 1960 Charlotte, N. C. Sat  6:30-7pm 6.8 15 
Johnstown-Altoona, Pa. Johnstown- Wed 7:30-8:30 12.2 18 
BOURBON ST. BEAT Altoona 
April 1960 Pittsburgh Mon 8:30-9:30 3.9 5 
Lansing, Mich. Flint- 
REAL McCOYS Lansing Thurs 8:30-9pm 11.7 16 
Feb. 1960 Kalamazoo- 
Grand Rapids Mon 7-7:30 2.8 1 
Lincoln, Neb. 
MR. LUCKY Lincoln Wed 6:30-7pm 18.7 26 
Feb. 1960 Omaha Sat 8-8:30 10.2 14 
Source: Nielsen Station Index 











Myers and Plymouth. 

Just as the networks stress the im- 
portance of adding groups of smaller 
markets to program line-ups, so are 
many stations in such markets work- 
ing to expand their coverage. An 
increase in market size can be 
achieved often by a station adding 
satellites in other areas, by offering 
a combination of stations under joint 
ownership, etc. 

One such example, randomly chosen 
from many, of the satellite situation 
is that in Yakima, Wash. Here, says 
Frank Boehm of Adam Young Corp., 
the rugged terrain prevents a station 
from increasing its coverage by 


merely boosting operating power or 
antenna height. Therefore satellite 
stations were added in Pasco and 
Ephrata, Wash., and Lewiston, Idaho. 
The home potential of Kima-tv Yak- 
ima alone, according to ARB, is 51,- 
000; with the addition of the satellite 
operations, the home potential is 
boosted to 109,700—a figure that nat- 
urally warrants new consideration. 

“Additionally, a market has been 
created that is virtually exclusive to 
the stations.” 

As the population and economy of 
the nation grow, an advertiser may 
find that what was formerly a small 
market has grown to become one of 


significant importance in his sales 
picture. Perhaps such an area was 
covered with sufficient 


weight from a major market nearby, 


previously 


but now needs more concentrated 
effort. One such area, Mr. Boehm 
points out, is Santa Barbara, Cal. 

In four years the Santa Barbara 
market increased 54 per cent in im- 
portance on a retail-sales basis and 
rose in rank from the nation’s 158th 
to 123rd market. While the area may 
be considered “covered” by some ad- 
vertisers by Los Angeles stations, the 
ARB 1960 Coverage Study indicates 


only one Los Angeles outlet reaches 
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a minimum of 25 per cent of Santa 
Barbara tv homes on the average day. 
To an advertiser interested in reach- 
ing the market to its fullest potential, 
the local station in Santa Barbara 
might be highly valuable. 

At George P. Hollingbery Co., an 
executive noted that small markets 
are often purchased by network ad- 
vertisers whose shows are “locked 
out” of the areas. “With many mar- 
kets having only one and two sta- 
tions,” he said, “all the network pro- 
grams can’t be carried, even with de- 
layed showings. In the markets where 
an advertiser needs weight, he'll go 
to spot schedules.” 

Dan Denenholz of the Katz Agency, 
Inc., noted that in addition to over- 
looking a smal] market in the mis- 
taken idea it’s covered by an “out- 
side” station, many advertisers con- 
centrate their effort in large markets 
that serve as key distribution points 
“What they forget,” he 
said, “is that their merchandise is 


for them. 


sold not only in the large market, but 
that it moves out into the smaller 
areas for retailing. 


Sales in these 





1954: 86 stations 


1956: 128 stations 


1960: 140 stations 


Source: Nielsen Oct. Il each year. 





1. Increases: Average Nighttime Network Line-U p 
and Per Cent U.S. Coverage, 1954-1960 
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191,000 WATTS DELIVERS : 


60,300 
TV HOMES 


TO SELL WESTERN 
MONTANA'S PEOPLE 
IN 7 CITIES AND 13 
COUNTIES. 
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areas must be kept up by local adver- 
tising, or the large distributor will 
have less demand for the products.” 

The number of major advertisers 
who utilize the small markets—either 
singly for test-product purposes or in 
groups of various sizes to achieve 
different advertising objectives—is 
steadily increasing. Perhaps led by 
the network examples of numerous 
clients reaching out to 120-160 mar- 
kets regularly (and to more than 200 
on special occasions—an automotive 
company ordered ABC-TV to clear 
that many stations for a special) , spot 
advertisers are expanding their line- 
ups as well. 

Procter & Gamble, Carter Products, 
Norwich Pharmacal, Colgate, Coca- 
Cola, Avon Products—these are only 
a few of the important firms using 
“secondary” and “tertiary” markets 
along with top ones. 

A media director at a major agency 
explained why the agency recom- 
mended that a client use all the mar- 
kets—large and small—in his dis- 
tribution area. “It’s a case of a re- 
gional brand fighting larger ones,” 
he said, “say, like General Foods. 
Now, they’re a big user of network 
in 180 markets, but use spot only for 
their particular brand in the first 50 
or 75 national markets. Certainly 
they get some network representation 
in the small local areas, but we go 
into the areas on the local station 
with spot and out-weigh them. 

“There is no doubt the local sta- 
tions get audiences; the rating serv- 
ices show they do. Furthermore, the 


people who argue when they’re buy- 
ing spot that the major-market sta- 
tions will cover the smaller areas 
certainly don’t follow that line of 
thinking when they buy network. It’s 
funny, but nobody ever claims the 
Chicago Tribune covers Peoria!” 

On the subject of Peoria, a recent 
presentation by Peters, Griffin, Wood- 
ward, Inc., on behalf of WMBD-TV in 
the Illinois city, made a point echoed 
by other representatives concerning 
smaller-market sales. In this case, an 
important drug firm had placed spot 
schedules in Chicago and St. Louis 
on each side of the market. It became 
necessary to sell the company more 
on the market it was missing, rather 
than the station. Once convinced that 
there was an important market for its 
product that was not covered, even 
though he was covering most of the 
remainder of Illinois, the advertiser 
bought. 

“No one buys small markets be 
cause they're small,” notes Lloyd 
Venard of Venard, Rintoul & McCon- 
nell. “They’re bought because they're 
markets in which merchandise can 
be sold. When an advertiser buys tv 
in these areas, he’s not merely pro- 
tecting himself against competition— 
as is often the case when a major 
market schedule is placed. He’s en- 
tering into aggressive selling where 
he can see results fast and take charge 
of the market. And the cost to the 
advertiser of dominating the area is 
small even if his cost per thousand 
viewers is the same as he pays in 4 


larger market. Manufacturers are 
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WTOK-TV's thirty-six county coverage in Mississippi 
and Alabama offers advertisers one of the nation’s 
most efficient media buys. Want specifics? In a 
recent spot campaign for a major national advertiser, 
the WTOK-TV C.P.M. was 60% less than the average 
of the twelve stations in the nearest larger markets. 


This efficiency factor is not against small audiences 
either. In many time periods, WTOK’s delivered 
audience is comparable with—or greater than — 
some of the larger city stations. 


Before completing your next market list, take a close 
look at WTOK-TV. 


* 137,900 Television Homes 
* $515.910,000 Retail Sales 
* $740,735,000 Effective Buying Income 


MAXIMUM POWER 316,000 WATTS 


SOSSSESSHSSSSSHSSSSSHEESSSESESSSESESESSEESEEEESHESESEEEEEHHHEHHHEHE HEHE 


MISSISSIPPY’S FIRST 
VHF TELEVISION STATION 
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| being made highly aware that the | 

WDXI-TV | local and district sales managers 
| want advertising in their areas, 

JACKSON, TENNESSEE | whether their market is below the 
top 100 in size or not. These factors, 


plus the point that stations in smaller 
areas often do the most intensive pro- | 


motion and selling jobs and have 
close contacts with local food stores, AND ABILITY 4 * 6s 


etc., are helping to put new emphasis 





is the center of a 
$400 million market. 









on the markets themselves.” 

An advertising manager at a top 
toiletries firm explained his com- 
pany’s frequent use of small markets 
as an attempt to capture more male 





viewers. “In the western areas par- 





ticularly,” he said, “we use male- 
audience programs in a specific cate- 


gory. Putting these shows into as 191,000 WATTS DELIVERS 


many markets as_ possible helps 


spread the overall cost. In them- : 
“I pit TV HOMES 


selves, the markets might have a cost- 








per-thousand that doesn’t stack up | yo seu WESTERN 


well against larger areas, but if | MONTANA'S PEOPLE KMSO-TV 
Check these facts: you're after a select group—children, | §N 7 CITIES AND 13 
COUNTIES. 





housewives in a certain age-bracket, 


WDXI-TV covers 716,000 peo- etc.—it pays to go into the smaller | 


ple in the Midsouth markets after them.” 
An important user of spot sched- 


ules in markets of all sizes is Avon 
WDXI-TV covers a market with Products, Inc. Rudolph T. Klagstad, 


194,000 households. media director at Monroe F. Dreher, ALCOEEES TO 
| Inc., explained the account’s reliance DOYLE 

WDXI-TV carries 194 top net- | on such stations as those in Casper, 

work daytime and nighttime programs | Klamath Falls, Ore., Alexandria, La., | 


a week from CBS and ABC. and Lufkin, Tex., as follows: 
“Avon’s use of tv stations in small 
WDXI-TV is a basic station for _ markets is prompted by the desire | 
coverage of the Midsouth. to attain truly national coverage, with | 
all areas receiving as nearly as possi- | 
Hit the bull's eye for sales with your | ble the same weight of advertising. | 











schedule on WDXI-TV This suggests the use of isolated small | 
markets, and also indicates a _ re- 

Call Venard, Rintoul & McConnell, quired strengthening of reduced im- For the first time in Oklahoma, Frank Doyle, 
ss pu ° , a@ veteran of more than eighteen years of 
Inc. for availabilities today. pact in fringe areas that are par- news broadcasting, presents a fast moving 
tially but not adequately covered by news, weather and sports summary. Not 
bs > a - simply wire service copy, but a comprehen- 
major-market stations. sive analysis of the NEWS ACCORDING 





‘ " — TO DOYLE, Monday through Friday, 10:00- 
In a previous article outlining nu- 10:15 P.M. Acceptance ef pregram, oc- 
= merous benefits of the small markets ceptance of products, guaranteed! 
CHANNEL 7 (July 27, 1959), TV AGE asked a 
JACKSON. TENNESSEE question that might well be repeated - 
' 


here: what advertiser can find fault 
with a buying plan that provides abc) 
more homes reached, peak efficiency 
at slight increase in cost, and im- OKLAHOMA CITY 


proved national coverage with far 





fewer regional weak spots and more 
John E. North, Manager support from local dealers? ae gore ae 


— 
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Whether It's A Ball Game or Timebuying 
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Here is what you get with WIMA-TV inside the Lima Market. 
A booming, busting industrial market with these plants: 


] it’s better inside than out. 


Westinghouse Electric Corp. 
Superior Coach Corp. 

Neon Products Inc. 

Standard Oil of Ohio 

Ford Motor Co. 

Ex-Cell-O Corp. 
Baldwin-Lima Hamilton Corp. 
Lima Register Co. 

Randal Graphite Bearing Co. 
Gro Cord Rubber Co. 

Ohio Steel Foundry Co. 


Plus one fo the richest farm markets in the nation. 





a WIMA-TV is your pipeline to sales in the Lima, Ohio Market. 
lot 
~ 
10- 
ATV 
LIMA, OHIO 
NBC—ABC 


Represented nationally by McGAVREN TV INC. 
Elisabeth Beckjorden, Station Network Representative 
, Lima once oil center—now pipe line center of the Midwest. 





October 3, 1960, Television Age 49 


Indiana Hit 


Most baseball fans know what a Texas Leaguer is. . . 
but all smart advertisers know that an Indiana Hit 
is the base knock that produces sales when you use 
WLBC-TV. 


This is the time of year across the country when the 
nation’s attention is focused on the annual classic, 
the World Series. Indiana is proud of the outstanding 
athletes it has sent into the major leagues . . . Ted 
Kluszewski, Gil Hodges, Carl Erskine, “Moose” 
Skowron, Eddie Mathews. But just as baseball is the 
all-American pastime, so is Muncie an important slice 
of Americana. 


You will really score when you put your next test cam- 


paign on WLBC-TV. You will be grooving your: 
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campaign right down the middle — in Middletown, 
U.S.A. You will be making an Indiana Hit and a 
major league buy in the nation’s No. 1 test market. 


The nation’s test 








Bachel 
Barbar: 
Bat Mi 
Bonanz 
Bringin 
Bugs B 
Candid 
Checkm 

Bre 

ber! 
Chevy § 
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Television Age Network Program Chart—Nighttime 


MONDAY 


ABC cBS 


TUESDAY 


ABC cBS 


WEDNESDAY 
ABC ces 


THURSDAY 


ABC ces 





John Daly 
News 


John Daly 
News 








To Tell the 
Truth 
Amer. Home 
H. Curtis 


Cheyenne 


Pete & Gladys 
Carnation 
Goodyear 


Surfside 6 Bringing Up 
Buddy 


Danny Thomas 
how 
Gen. Foods 


Andy Griffin 
Gen. Foods 


Adventures tn 
Paradise 
Hennesey 
P. Lorillard 
Gen. Foods 


Peter Gunn 
Bristol Myers 
m. J. Reynolds 


Presidential 
Countdown 
Westinghouse 





Nighttime Index 


Adventures In Paradise ABC M 9:30 
Noxzema, Burlington Mills, Cluett 
Peabody, Dupont, Williams, 
Whitehall, L&M 

Alcoa Presents ABC Tu 10 

Andy Griffin CBS M 9:30 

Angel CBS Th 9 

Ann Sothern CBS Th 9:30 

Armstrong Circle Theatre CBS W 10 

Bachelor Father NBC Th 9 

Barbara Stanwyck Theatre NBC M 10 

Bat Masterson NBC Th 8:30 

Bonanza NBC Sat 7:30 

Bringing Up Buddy CBS M 8:30 

Bugs Bunny ABC Tu 7:30 

Candid Camera CRS Sun 10 

Checkmate CBS Sat 8:30 
Brown & Williamson, Lever, Kim- 
berly-Clark 

Chevy Show NBC Sun 9 


—E 


John Daly 
News 








Bugs Bunny 


Riverboat Gen. Foods 


Father Knows 


The Rifleman Best 


G 


Tales of 
Wells Fargo 
Am. Tobacco 


Wyatt Earp | Doble Gillis 


ry 
Philip Morris 
Tom Ewell 
Sh 


Klondike 
Reynolds 


ow 
Quaker Oats 
P&G 


st, 


Dante 
Red Skelton 

wane “eae Pet Milk 
Singer S. C. Johnson 


Barbara Stan- 
wyck Theatre 
Alberto-Culver 


Alcoa Presents 
alt Am. Gas Alcoa 


Garry Moore 


Jackpot 
Bowling 
Bayuk 2/3 wkly 
Brunswick 


Balke 


+. 





Cheyenne ABC M 7:30 
R, J. Reynolds, Peter Paul, P&G, 
Ralston, Union Carbide, Bristol 
Myers 

Colt .45 ABC Tu 9:30 

Danny Thomas Show OBS M 9 

Dan Raven NBC F 7:30 
Dow Chemical, Colgate, Stude- 
baker, Pan Am. Coffee, Mentho- 
latum, Beechnut Life Savers 

Dante NBC M 9:30 

Dennis the Menace CBS Sun 7:30 

The Deouty NBC Sat 9 

Dobie Gillis CBS Tu 8:30 

Donna Reed 8 

The Ed Sullivan Show CBS Sun 8 

Expedition ABC Tu 7 

Eyewitness to History CBS F 10:30 

Face The Nation CBS Sun 6 

Father Knows Best CBS Tu 8 
Bristol Myers, Kellogg, Scott 

Fight of the Week ABC Sat 10 

G. E. Theatre CRS Sun 9 

Garry Moore Show CBS Tu 10 
Plymouth, Polaroid, S. C. Johnson 


John Daly 
News 





The 
| Aquanauts 


Wanted—Dead 
or Alive 
Brown and 
alt Kimberly- 
Clark 


Ozzie & 


Hitehcock 
Pp Harriet 


its 
Ford 





Kodak 
_Coca Cola 


+ 


My Sister 
Eileen 
Colgate 


Hawaiian 
Eye 


NBC Specials 


+ 


Naked City 





Groucho Marx NBC Th 10 
Lorillard, Toni, Gold Seal 
Guestward Ho! ABC Th 7:30 
Gunsmoke CBS Sat 10 
Harrigan & Son ABC F 8 
Have Gun, Will Travel CBS Sat 9:30 
Hawaiian Eye ABC W 9 
Carter, Whitehall, Amer. 
Ritchie, Oldsmobile 
Hennesey CBS M 10 
Hong Kong ABC W 7:30 
Ritchie, Kaiser, Armour, 
Hitchcock Presents NBC Tu 
The Islanders ABC Sun 9:30 
L&M, J. B. Williams, Warner 
Lambert, United Motor, Dupont 
I've Got A Secret CBS W 9:30 
Jack Benny Program CBS Sun 9:30 
Lever, State Farm, Mutual 
Jackpot Bowling NRC M 10:30 
John Daly & News ABC M-F 6 
Klondike NBC M 9 
Kraft Music Hall NBC W 9 
Laramie NBC Tu 7:30 
Colgate, Pitt Plate Glass, Pee- 


~ News 
P. Morris 
Schlitz 


Guestward 
Ho! 
Ralston 
7-Up 


Wagon Train The Witness 


Donna Reed 
Show 
Camphell Soup 

J. & J. | 
The Price Is 


Right 
(color 


Zane Grey 


Gen. Foods 


Ann Sothern 
Show 
8. C. Johnson 


The 
Untouchables Gen. Foods 


Person to 
Person 
Polaroid 


This ts Your 
Life 
(repeats) 
P&G 


Take A Good June Allyson 
Look Show 

st 10/27 

Dutch Master 
Cigars 


Dupont 





stone, Pan Am, 
Brown & Wmsn, 
Savers 
Lassie CBS Sun 7 
Lawman ARC Sun 8:30 
The Law and Mr. Jones ABC 10:30 
The Lawrence Welk Show ABC Sat 9 
Leave it To Beaver ABC Sat 3:30 
Loretta Young Show NBC Sun 10 
Love & Marriage NBC M 8 
Make That Spare ABC Sat 10:30 
Man From Interpol NBC Sat 10:30 
Markham CRS Th 9:30 
Matty’s Funday Funnies ABC F 7:30 
Maverick ABC Sun 7:30 
Reynolds, Armour, Kaiser, Union 
Carbide 
Meet the Press NBC Sun 6 
Michael Shane NBC F 10 
DuPont, Oldsmobile, 


Coffee, Dow, 
Beechnt Life 


Pitt Plate 
Glass 

Mr, Garland CBS F 9:30 

Mr. Lucky CRS Sat 9 

My Sister Eileen CBS W : 

My Three Sons ABC Th 9 


Gre 















YL 


ABC: 
7:30-8; 
10:30; 
10/15 
10/21 Great Debate 10-11; 


Campaign Roundup 8-8:30. 
NBC: 


FRIDAY 


ABC CBS 


Noates: When participating programs and other programs have more than two 
sponsors, names of sponsors appear with alphabetical listing below chart. 


10/1 Campaign Roundup 
10/5 Bing Crosby Show 10.11; 
10/8 Campaign Roundup 8-8:30; 
10/13 Belt & Howell Closeup 10:30-11; 
Campaign Roundup 7-7:30; 
10/27 


7:30-8; 


Date with Debbie 9%:30-10:30; 


10/3 Bob Hope 8:30-9:30; 
Eleanor Roosevelt's Diamond Jubilee Plus One! 9-10; 


10/4 Pre-World Series Show 
10/6 Vietor Borge Show 9:30- 
10/8 Great Debate 7:30-8:30; 
10/13 Great Debate 7:30-8:30; 
10/20 Campaign Roundup 10:30-11; 
10/28 


10/4 Rivak, the Barbarian 10-11; 
10/11 Don- 


© 





NBC 








ald O'Connor 10-11; 





Mysteries 10-11; 10/21 Equitable’s 
Bob Hope 8:30-9:30; 
11; 10/25 Robert Alan 
Hour 9-10. 

CBS: 
Silvers Special 8:30-9:30; 
tional Automobile Show 6-7; 
Tomorrow 10-11; 


Classics Part 11 7:30-8:30; 


SUNDAY 


ABC CBS 


10/14 AT&T Bell Telephone Hour—The Unfor- 
gettabie Music of Vincent Yaumans 9-10; 
Our American Heritage—Odd Destiny 
7:30-8; 10/21 Timex All Star Circus (Taped in Denmark) 9-10; 


10/19 Step on the Gas—Jackie Gleason Special 10-11; 
10/9 Jackie Gleason Special 9-10; 
Garry Moore 
10/28 Family Classics: Part | 7:30-8:30; 
10/30 An Hour with Danny Kaye 8-9. 





10/18 Dew Hour of Great 


10/22 


10/24 Halimark Hall of Fame—Shanori La 9:30- 
Aurthur 10-11; 


10/28 AT&T Bell Telephone 


10/8 Phil 
10/16 Na- 
8:30-9:30; 10/26 
10/29 Family 


Special 





NBC 






































John Daly 
News 


Amer. Home 


Matty’s 
Funday 

Funnies 
Mattel 


Outlaws Rawhide 


Harrigan 
& Son 


Reynolds 


The 
jat Masterson | Ftintstones 
Sealtest 
R Miles 
Hills Rros. Reynolds 
Route 66 
| Chevrolet 
Bachelor Marlboro 
Father Sterling 
Am. Home 
alt 
m. Tobacco 
77 Sunset 
Strip 
Ten Mr. Garland 
nessee Liggett & 
Ernie Ford om 
Piymouth 
Twilieht Zon 
Robert Colgate 
Taylor’s Gen. 
Detectives | 
P&G 
The Law and Eyewitness to 
Mr. Jones History 
Procter & Firestone 
Gamble 


— | 
| 





Naked City ABC W 10 
Bristol Myers, Erown & Wmsn, 
Dupont, Sunbeam, Dow 

National Velvet NBC Sun 8 

NBC Specials Tu 10 

New Comedy Showcase CBS M 10 

News CBS M-F 6:45; 7:15 
Whitehall. Philip Morris, Carter 

Outlaws NBC Th 7:30 
E. I. Dupont, Studebaker, Warner- 
Lam., Pan Am. Coffee, Gold Seal, 
Colgate, Brown & Wmsn, Ford, 
Beech Nut Life Savers 

Ozzie & Harriet ABC W 8:30 

People Are Funny NBC Sun 6:30 

Perry Como NBC W 9 

Perry Mason CBS Sat 7:30 
Colgate, Parliament, Sterling, 
Drackett, Pream, Hamm Brewing 

Person to Person CBS Th 10 

Pete & Gladys “BS M 8 

Peter Gunn ABC M 10:30 

Play Your Hunch NRC F 9 

Presidential Countdown CBS M 10:30 

The Prica Is Right NBC W 8:30 


News Texaco. 























Huntley- 


Roaring °20's 


Dan Raven st 10/715 


The Westerner Leave It to 
Warner Lam. Beaver Checkmate 
Beechnut Raletan 
Life Savers Gen. Electric 
Spocials 
Bell Telephone 
AT&T 
The 
Lawrence 
Welk 
Show Have Gun. 
Dodge Will Travel 
J. B. Williams Lever 
Whitehall 
Gunsmoke 
Michael Liggett & 
Shane Myers 
Beechnut Remington 
Léfe Savers Rand 
- The Fight of — 
the Week 


Gillette, Miles 


Make That 
Spare 
Brown & 
Wmsn. 





Rawhide CBS F 7:30 
Nabisco, Mutual of Omaha, Philip 
Morris, Bristol Myers, Drackett 

Real McCoys ABC Th 8:30 

The Rebel ABC Sun 9 

Red Skelton CBS Tu 9:30 

Rifleman ARC Tu $ 

Riverboat NBC Mon 7:30 
Readers Digest, Gold Seal Wax, 
Block Drug, E. I. Dupont, P&G, 
Norwich Pharmical, Warner- 
Lam., Studebaker, R. J, Reynolds 

Roaring '20’s ABC Sat 7:30 


Ritchie, Dupont, Anahist, Col- 
gate, Am. Chicle, Derby, Burling- 
ton Mills 


Robert Taylor's Detectives ABC F 10 
Route 66 CBS F 8:30 
Chevrolet, Marlboro, Sterling 
77 Sunset Strip ABC F 9 
American Chicle, Whitehall, 
Ritchie, R. J. Reynolds, P&G 
Shirley Temple NBC Sun 7 
Small World CBS Sun 6 
Specials NBC F 9:00 


| Perry Mason 


| The Nation's 


Face The 
Nation 


Walt Disney 


Presents Twentieth 
Century 

Gen. Mills 
Derby Prudential 


Lassie 
Campbell 
Soup 


Dennis the 
Menace 
Best Foods 
alt Kellogg 


Bonanza 


Maverick 


The Ed 
Sullivan Show 


Tall Man 


Palmolive 

Reynolds Fastman- 
2/3 wkly Lawman Kodak 
Beechnut R. J. Reynolds 

Life Savers Whitehall 

The Depu' 

Gen. _ G. E. Theatre 
2/3 wkly The Rebel General 
Polaroid P Electric 


&G 
Union Carbide 


Jack Benny 
Program 
Lever 
State Farm 


The Islanders 


Future 
st. 11/12 
Candid Camera 
Bristol Myers 
Lever 
w 
Man From on ti 
Interpol The Walter Sunheam 
Glenbrock Winchell Show Kellogg 


_j Hazel Bishop _| _ 


= + --— 


—_—, -Chevy Show 


+ Mutual | —_—— 






People Are 
Funny 
E.R. Squibb 


6:45 


Shirley Temple 
RCA 


TBA 
Beechnut 
Life Savers 


el 


National 
Velvet 


































Re 
alt Gen. Mills 


8:30 
Tab Hunter 
Lorillard 
alt Westclox 


Chevrolet 


Loretta Young 
how 
Toni 
alt Warner- 
Lambert 


This ts Your 
Life 


Block alt 





Sunday News 
Special 
Whitehall 
Carter 





Stagecoach West ABC Tu 9 
United Motor Service, Brown & 
Wmsn, Miles, Ralston, Gen. Foods 
Sunday News Special CBS Sun 11 
Surfside 6 ABC M 8:30 
Brown & Wmsn, Pontiac, Cluett 
Peabody, Whitehall 
Tab Hunter NBC Sun 8:30 
Take A Good Look ABC Th 10:30 
Tales of Wells Fargo NBC M 8:30 
Tennessee Ernie NRC Th 9:30 
Texaco, Huntley-Brinkiey Report NBC 
M-F 6:45 


uire 
The Aquanauts CBS W 7:30 
Carter, Lorillard, Vicks, 
General Foods 
The Deputy NBC Sat 9 
The Flintstones ABC F 8:30 
The Nation’s Future <4 Sat 9:30 
The Witness CRS Th 7 
R. ~" eee, H. ones, Schick, 


Kellogg, 


This Is _ Life NBC Sun 10:30 
Thriller NBC Tu 10:30 











Glenbrook, 
State Ins., 
Savers 
Tom Ewell Show CRS Tu 9 
To Tell the Truth CBS M 7:30 
Twentieth Century CBS Sun 6:30 
Twilight Zone CBS F 10 
U. S. Steel Hour CBS W 10 
The Untouchables ARC Th 9:30 
L&M, Armour, Ritchie, Whitehall, 
Prestone 
Video Village CBS F 9 
Wagon Train NRC W 7:30 
Reynolds, Ford, National Biscuit 
Wait Disney Presents ABC Sun 6:30 
Gen, Mills, Derby, Luden's, Dow, 
Brillo 
Waiter Winchell Show ABC F 10:30 
Wanted—Dead or Alive C?S W 8:30 
The Westerner NBC F 8:30 
What's My Line CBS Sun 10:30 
Wyatt Earp ABC Tu 8:30 
Zane Grey Theatre CBS Th 8:30 


Am. Tobacco, All 
Dupont, Beechnut Life 





PERRY COMO'S 
KRAFT 


MEET 


TEMPLE = THE PRESS 


SHOW 


Living Color seven days a week! Net- 
work color programs include 
evervthing from sports to spec- 
taculars! Many local stations 
have their own color shows, too! 





Living Color plus black and white! 


Both from the same set! Turn to 
the program you want... 
whether it’s in color or in black 
and white, you’llsee it beautifully ! 


Remote contro! with“Complete-off!” 
“Wireless Wizard’’ lets you 
change channels, volume and 
color . . . and it’s the only remote 
that turns the set completely off! 





Se 


See the Jack Paar Sho 


Murra; rm 


Full-year warranty on all parts and 
tubes! Covers even the picture 


tube! 5 year warranty on Security 
Sealed circuit boards! Labor costs 
are excluded. 


You dont know what your'e missing 'til you 
get new RCAVICTOR COLOR T) ! 


ea ae SA ey ~ 


Thursday nights—NBC-TV 


Today’s RCAVictor Color TV is TV as you’ve 
never seen it before! You'll be amazed at its 
new picture clarity—color realism—easier 
tuning—new performance and dependabil- 
ity! New programs too, and more of them. 

New RCA Victor Color TV is priced lower 
than you’d ever guess. Ask your dealer for a 


demonstration.See whatyou’ve beenmissing ! 
Service is no problem. See your local dealer, serviceman, or RCA 
Service Co. Price, specifications subject to change without notice 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA TMK(s) ® 
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Television Age Network Program Chart—Daytime 


MONDAY-FRIDAY SATURDAY SUNDAY 
ABC cBS ABC CBS ABC CBS 











December 
Bride Dough-Re-Mi Lamp Unto 
Eastman Nabisco My Feet 
Kodak sust 
Vick Chem. Captain 


af ae 
| Video Village partic. | king | Leonardo 
a. Play Your & His Short 


Vick | Subjects 
Eastman Gen. Mills 


Shari Lewis 
Nat'l. Biscuit 


| 
| 
a5 nus 
| 
| 

















Magic Land 
Action 
(sust) 





es | Lone Ranger 
Love That Mighty Mouse 


rn Gen. Mills | Camera Three | 
Bob Clear Horizons | Concentration olgate Beechnut | sust | 


Life Savers iia 
11:55 





| 
| 

=. ae a 
| 


Lunch with 
Soupy Sates 
Gen. Foods 


Matty’s 
Funday 
Funnies 


The Texan | Love of Life 


Dart 


True Stery 
Sterling 

Sky King alt sust 

ees Sones . ‘ _|___ Nabisco 

T “Search For 

Tomerrow it Could Be 
P&G You 

| The — (color 

Light 


Truth Or 
Consequences 


Rocky and 


News With His Friends 


Queen ForA | Robert Trout 


Day 





| 1-830 
About Faces | CRS News 




















Daytime Index 


About Faces ABC M-F 1 Johnson, Armour, Ex-Lax, A. E. 
Ponds, 8. C. Johnson, Beech-Nut, Staley. Whitehall, Lady Esther, 
Lever, Armour, Minute Maid, Lever, S. C. Johnson, Knapp, 
Whitehall, Dow, Maxwell House, Monarch, Gen. Foods, Peter Paul, 
Peter Paul Ponds, Reynolds, Old London 

Adventure Theatre NBC M-F 4:30 Bowling Show NBC Sat 4:30 


Brown & Wmson, Mennen, Proc- Frontiers of Faith NBC Sun 1:30 TI 
ter-Silex, Gen, Mills, Thomas Full Circle CBS M F 2 
Leeming Fury NBC Sat 11 
Day In Court ABC M-F 2 The Guiding Light CBS M-F 12:45 
Johnson & Johnson, Gen. Foods, Here’s Hollywood NBC M-F 4:30 
Reynolds, Miles, Old London, House Party CBS M-F 2:30 Le 





All Star Golf ABC Sat 5 The Brighter Day CBS M-F 4 - engag—9 . —. —— > Sea, a. 
ABC M- Drackett, Best Foods, Armstrong Lever, ni, terling rug, . 
tase Sa een aoe Camera Three CBS Sun 11:30 Ponds, Lady Esther, Whitehall, winrar. Rewer & Sia, Hien. * 
Mills, Welch, Toni, Northam War- Captain Gallant NBC Sat 5 Coty, Min. Maid, S. C. Johnson J. B, Williams, Drackett ’ 
ren, Vick, Lever, Hollywood Captain Kangaroo CBS Sat 10 December Bride CBS M-F 10 I oe oe ed ce " 
Candy, Western Tablet, Alberto CBS News CBS M-F 1 Detective’s Diary NBC Sat 12:30 ‘oesk Weaina — oe ; M 
Culver Championship Bridge ABC Sun 2 Beugh-Re-Mi NBC M-F 10 ald Be Yo F 12:30 “ 
American Football League ABC Sun Clear Horizons CBS M-F 11:30 Nabisco, Gold Seal, Procter-Silex, ” = chal ad. Anete-Ot 
2:30 Scott, Colgate, Eastman Kodak, Thomas Leeming N ro Mil 5 F igidai . ao mM 
Piels, Gen. Cigar, Sinclair Refin- Vick ‘ The = of Night CBS M-F 4:30 a cous = ~ che i M 
ing, Papst, Colgate, Shick, Car- College Bowl CBS Sun 5:30 terling Drug, Pet Milk, ek Pe ae en T 
tings, Rensult College Football Scoreboard ABC Sat Pillsbury," Nabisco, 'H. Curtis, Jan Murray Show NBC M-F 2 
As The World Turns CBS M-F 1:30 4:45 American Home, Quaker Oats, R. Procter-Silex, Nabisco, Heinz, Al- M 
& Gamble, Carnation. College Football Time ABC Sat 4:45 T. French __ berto-Culver M 
Sterling, Pillsbury, Nabisco, H. College News Conference ABC Sun 1 From These Roots NBC M-F 3:30 King Leonardo & His Short Subjects 
Curtis, Best Foods, R. T. French Concentration NBC M-F 11:30 Plough, Procter-Silex, Gold Seal, NBC Sat 10:30 N 
Beat the Clock ABC M-F 3 Alberto-Culver, Lever, Frigidaire, Culver, Toni, Thomas Leeming, Lamp Unto My Feet CBS Sun 10 N 


Lever, Beech-Nut, Johnson & 


Heinz, Miles, Nabisco, Whitehall, 


Heinz 


Look Up and Live CBS Sun 10:30 


MONDAY-FRIDAY 
ABC cBS NBC 





College News 


Conference Frontiers of 


Faith 
RK 





Day in Court 
Dart 


Full Circle 
Toni 
Lever 


College Foot- 
ball Time 
Union Carbide 
Willard Stor- 
age Batteries 


NBA 
Basketball 


‘o, Amer, 
Van Lines 
Shwayder 


National 
League Foot- 
ball Games 
partic 





NCAA Foot- 





The Loretta ball Games 
| Youna Theatre Gillette 
Humble Oil 

Competition 


| Motors 


American 
Foothall 
League 





Beat The 
Clock 
Dart 


The 
Millionaire 





Young 
Or. Malone 





Who Do You 
Trust 
part 


The Verdict 
ts Yours 


From These 
Roots 





American 
Bandstand 
part (te 5:30) 


The Brighter 
Day 


~The Seeret 


Storm 


Make Room 
for Daddy 





— 


Action /- 
Cartoon 
Series 








The Edee of 


Here’s College Foot- 
Hollywood ball Scoreboard 
Hartz Gen. Mills 

Silex Bristol Meyers 








Bowlia3 
Show 





All Star Golf 
Reynolds 
Metals 


Captata 
Gallant 
Gen. Mills 
Beechnut 
Life Savers 











Saturday Prom 
Beechnut 
Life Savers 








Rocky and 
His Friends 





GE College 
Bowl 
Gen, Electric 








1:30 The Loretta Young Theatre NBC M-F News CBS Sun 11:55 Road to Reality ABC M-F 2:30 Truth Or Consequences NBC M-F 12 
2:30 News With Robert Trout CBS Sat Armour, Gen. Mills, Beech-Nut, Miles. P&G, Culver, 
Frigidaire, Heinz, Nestle, P&G, 12:30 Johnson & Johnson, Sterling Drug, Whitehall, Heinz, Frigidaire. 

ise —— sania: sheene Goon Hearing ABC Sun 8 a ticliazaameae UN a tion CBS Sun 11 

x i thie Play Your Hunch NBC M-F 10:30 so a ¥ n Action un 

an ve — Ry hon ty Ming a yh Colgate, Brom & Recky hg bmg —— ABC Sun 12:30 The Verdict ts Yours CBS M-F 3:30 

Chicken S. C. Johnson, Dow, Ponds, John- Wmson, Whitehall, Miles, Heinz, Oe ee” a : American Home Prods, Lever, 

psa aS ee Hartz, Coty, Gen, Mills, Mentho- —_ ils, Am. Chicle, Peter Sterling Drug, Scott, H. Curtis, 

Hoover. Love of Life CBS M-F 12 latum ; ; Paul Drackett, Vick, Quaker Oats, 

American Home Prods, Lever, Ruff & Reddy NBC Sat 10:30 Armstrong 

30 Best Foods, R. T. French Queen For A Day ABC M 12:30 Saturday News CBS Sat 12 wig 

3. Steel, Lunch with Soupy Sales ABC Sat 12 Hartz, Gen. Mills, Ex-Lax, John- Saturday Prom NBC Sat 5:30 Video Willage OBS M-T 1028 
Magic Land CBS Sat 11 son & Johnson, Staley, Borden, Search For Tomorrow CBS M-F 12:30 Whe De You Trust ABC M-F 3:30 

2: Make Room for Daddy NBC M-F 4 Lever, Chesebrough-Ponds, Hills Th s - Armour, Johnson & Johnson 

12:30 Heinz, Gen. Mills, Plough Bros., Beech-Nut, Noxema, Min- e Secret torm CBS M-F 4:15 Coty, Min. Maid, Toni, Lever, 

Culver, Matty’s Funday Funnies ARC Sun 5 ute Maid, Alberto-Culver, Sterling American Home Prods, R. T. Gen. Foods, Beech-Nut, Ex-Lax. 

, Heinz, Mighty Mouse CBS Sat 11:30 Drug, Toni, Armour, Bon Ami, French, Scott Staley, Whitehall, Ponds, Lady 

oan The Millionaire CBS M-F 3 Gen. Foods, Coty, Dow Corning Shari Lewis NBC Sat 10 Esther, S. C. Johnson, Dow Corn 

a Al Colgate, Seat, A aes Gerber The Price Is Right NBC M-F 11 Sky King CBS Sat 123 ing, Reynolds, Old London 

_ Mr. Wizard NBC Sa’ Lever, Sterling Drug, Whitehall, The Texan ABC M-F 12 World Championship Golf NBC Sun 5 
My Friend Flicka ABC _ 5:30 Frigidaire, Heinz, Alberto-Culver. Lever, Johnson & Johnson, Ar- Young Dr. Malone NBC M-F 3 

Subjects Gen. Mills, Kool Aid Miles, Mentholatum, Chemstrand, mour, S. C. Johnson, Maxwell Miles, Sterling, Heinz, Culver. 
NBA Basketball NBC Sat 2 Thomas Leeming House, Ponds, Dow, Cracker Mennen, Plough, Nabisco, Coty. 

jun 10 National League Football Games Cl:S Rin Tin Tin ABC M-F 5:30 Jack, Minute Maid P&G, Gold Seal, Thomas Leem 
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Film Report 


‘POST’ LIKES ‘POST’ 

The Saturday Evening Post, which 
is using spot television for single- 
copy sales in a wide variety of mar- 
kets, is just as eager, apparently, to 
help sales of Independent Television 
Corp.’s Best of the Post. 

George Morris, account executive 
on Curtis Publications at BBDO, was 
questioned about a possible connec- 
tion between the spot drive and the 
program. “The spot campaign has 
nothing whatsoever to do with the 
Best of the Post program that’s being 
sold in syndication. However, if we 
learned that a station in one of our 
markets was running the Post pro- 
gram, wed probably put the spot 
schedule for that markst or the same 
station.” The ITC series is based on 
stories from the magazine. 


SCHOOL FOR TALENT 


In an unusual exhibition of indus- 


try co-operation, 20 animation studios 
on the west coast are pitching in to- 
gether to finance a series of courses 
at the University of Southern Cali- 
fornia designed to alleviate the short- 
age of animation talent. Participating 
in the venture are Cascade Films, 
Churchill-Wexler, Fine Arts, Film 
Fair, Format Films, Graphic Films, 
Hanna-Barbera Productions, Panto- 
mime Pictures, Ray Patin Produc- 
tions, Playhouse Pictures, Quartet 
Films, Swift-Chaplin Productions, 
TV Spots and Jay Ward Productions, 
with Animation, Inc., Walt Disney 
Studios, Grantray-Lawrence, Larry 
Harmon Productions, Walter Lantz, 
John Sutherland and UPA, Inc., also 
expected to join in. 
FAMOUS EXPANDS 

Famous Artists talent agency will 
expand its television division con- 
siderably and has appointed Harold 
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he Bishop Sheen Show, distrib- 

uted by National Telefilm Asso- 
ciates, has been an acknowledged 
power in syndication ever since its in- 
troduction on the market-by-market 
route last year. What is not generally 
known, however, is that the program 
is sponsorable—and has been spon- 
sored—by a variety of clients. One of 
these, the Schilling Sales Co. of South 
Bend attributes an increase in business 
to its sponsorship of the series. 

The program is presented in that 
market by WNDU-TV on Sundays, 9:30- 
10 p.m. Because of the nature of the 
show, and because it was the adver- 
tiser’s first attempt at weekly pro- 
gram sponsorship, the problem of in- 
tegrating commercials proved the most 
vexing one—although the products, 
religious articles, were compatible. 

“We were a little concerned,” says 
Charles Schilling, president of the 
company, “about how viewers would 
react to commercials on a program 


such as Bishop Sheen’s. Much to our 


surprise we have received many let- 
ters thanking us for bringing The 
Bishop Sheen Show to the area, and, 
in fact, some fine people have taken 





...see......Sehilling Sales Co. 





the time to drive in from distant points 


to thank us in person.” Credit for the 
favorable response to the commercials 
in the program, he said, should be 
given to the agency, J. G. Sullivan Co. 

“Our sponsorship in the Bishop 
Sheen program,” Mr. Schilling con- 
tinues, “has resulted in an appreciable 
increase in business and has made our 
name better known through the 
Michiana area. All in all, we are 
pleased with our first venture into the 
world of regular weekly sponsorship 
and are looking forward to continuing 
with this fine program on WNDU-TV.” 








Goldman, until recently executive 
vice president of National Telefilm 
Associates, to head the operation. 
According to Charles K. Feldman, 
president of the corporation, Mr. 
Goldman will be granted unlimited 
scope in his areas of jurisdiction. 
The agency expects to engage heavily 
in the packaging as well as the pro- 
duction of television programs, re- 
lying considerably on its own roste1 
of stars for the nucleus of these. 


NTA RETURNS 

Phrases like “specialized pro- 
gramming,” “alternate program serv- 
ice,” “concept of adult audiences” 
are all the rage on the 20th floor cf 
the Coliseum Building in New York 
City, where National Telefilm Associ- 
ates has re-established its headquar- 
ters after a nine-month try as a Holly- 
wood-based operation. 

The company, which will be a com- 
pletely independent operation follow- 
ing Federal Communications Com- 
mission approval of a re-distribution 
of stock (its former parent, Nationa! 
Theatres & Television, retains 32-per- 
cent ownership of the outstanding 
stock) is moving again in three dif- 
ferent areas. As outlined by Ely A. 
Landau, NTA chairman of the board. 
and Oliver A. Unger, president, they 
are: 

Production and distribution cf 
Play of the Week, which is currently 
seen in 56 markets; the distribution 
of two new syndicated half-hours 
Assignment: Underwater! and The 
Third Man, and the distribution of 
the Twentieth Century-Fox post-’48 
features. (The Third Man has been 
sold to Budweiser in a national spot 
spread which may encompass 200 
markets; Assignment: Underwater! 
has been soid in 62 markets). 

In addition, NTA will again be ac- 
tive in station acquisitions domestic- 
ally and in other areas (it is a party 
to a license for a second outlet in 
Ottawa which is scheduled to open in 
May of next year and has a smaller 
interest in a Pembroke station—both 


deals consummated by NTA Tele- 
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ANIMATION INC, Hollywood 


Chicopee Mills * Doyle Dane Bernbach Inc. 





NATIONAL SCREEN SERVICE CORP., New York 





Best Foods * Dancer-Fitzgerald-Sample, Inc. 





HFH PRODUCTIONS, INC., New York 


Consolidated Cigar Co. * Lennen & Newell, Inc. 
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KLAEGER FILM PRODUCTIONS, INC., New York 





Brown & Williamson * Ted Bates & Co., Inc. 





KLAEGER FILM PRODUCTIONS, INC., New York 


Eagle Pencil Co. * Shaller-Rubin Co. 





WILBUR STREECH PRODUCTIONS, INC., New York 





California Oil Co. * BBDO 





ELEKTRA FILM PRODUCTIONS, INC., New York 





Gallo Wine * BBDO 
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CONSUL FILMS, INC., Hollywood 
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film of Canada, Ltd.). 

Although the consolidation with 
NT&T last year seemed to end in 
failure, in that “it did not help their 
company or our company,” Mr. 
Landau said NTA’s net worth would 
amount to between $5-$6 million at 
the end of its fiscal year this month— 
“almost double its net worth at the 
time of its acquisition by NT&T.” 

One of the reasons for the com. 
pany’s return to New York, as ex- 
pressed by Mr. Unger: “Some mys- 
terious business of chemistry that 
makes New York the vital headquar- 
ters for the marketing and distribu- 
tion of product.” Mr. Unger on syn- 
dication: pending a clarification of 
the FCC’s recent option-time rule, 
there’s a brighter future in specialized 
programming. 


SALES ... 

“Syndication sales in the past 
month have been better than in the 
past year . . . stations have digested 
the huge backlog of film that had 
accumulated, and are now expressing 
widespread demand for new pro- 
gramming . . . first-run sales to spon- 
sors are now riding higher than 
ever.” 

The speaker is Robert Seidelman, 
vice president in charge of syndica- 
tion for Screen Gems, whose upbeat 
report was spurred by sales on Two 
Faces West, new syndication entry. 
and on the second year’s production 
of Manhunt. The latter series starts 
its second year of first-runs on more 
than 160 stations this fall and winter, 
wh.le Two Faces West will premiere 
on )-6 stations by mid-October, each 
supported by such regionals as Drew- 
rys beer, R. J. Reynolds Tobacco, 
D-X Sunray, Miles of California and 
Amoco. 

M Squad, recently placed on the 
market-by-market route by MCA TV, 
has been sold to wpix New York, 
WGN-TV Chicago and wBRE-TV Wilkes- 
Barre. A total of 117 segments of the 
first-run off-the-network series is 
available . . . Flamingo Telefilm 
Sales reports income of more than 
$700,000 after the first 60 days of 
selling Superman in syndication. The 
eight-year old series, previously spon- 
sored nationally by the Kellogg Co., 
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has been sold in such markets as 
New York, Chicago, Detroit, Atlanta, 
Miami, Fargo, South Bend, Milwau- 
kee and Albuquerque. 

Case of the Dangerous Robin, dis- 
tributed by Ziv-UA, has achieved 
100-per-cent representation in the 
top 50 markets and has now been 
sold to 142 stations. Another Ziv-UA 
series, Lock Up, has had little trouble 
finding alternate-week sponsors to 
complement American Tobacco Co.'s 
53-market alternate-week buy. Ziv-UA 
salesmen recently paired off with the 
cigarette firm such sponsors as Phil- 
lips’ Petroleum, Kroger Co. and Rose 
Talbert Paint Co. 

Officials Films has sold Greatest 
Headlines of the Century to Armed 
Forces Television Services for distri- 
bution to 25 overseas bases where the 
armed forces have stations. Their esti- 
mated audience, according to Sey- 
mour Reed, president of Official: 
150,000. . . . wor-Tv New York has 
purchased Official’s Almanac, its five- 
minute series made from newsreels 
from Hearst Metrotone News files. 
... M&A Alexander Productions 
has sold its animated serial, Q. T. 
Hush, Private Eye, to four more 
major stations in a recent one-week 
period. They are: wasBc-tv New 
York; wic Pittsburgh; Kstp-Tv Min- 
neapolis and Ksp-TV St. Louis. . . . In 
the past few months George Bagnall 
& Associates has sold Clutch Cargo 
to more than 50 stations in such di- 
verse markets as New York, Fresno, 
Detroit, Seattle, Birmingham, Fort 
Wayne and Austin. 

UPA’s Mister Magoo television 
program, initially intended as a 
series of 26 half-hours to be spon- 
sored by Kellogg’s, has been placed 
in syndication in 104 five-minute 
segments. First purchaser of the car- 
toon show is KTTV Los Angeles. 

Despite the deluge of new cartoon 
production for television (see lead 
story, page 21) sales of United Artists 
Associated’s Popeye and Warner 
Bros. cartoons, on the market for 
three years, continue to come in. 
Erwin Ezzes, UAA executive vice 
president, reports they are still high 
in the company’s sales picture. “Re- 
newals account for a_ substantial 
amount of the business we are writing 
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for these cartoons,” he says. “It is 
significant to note that all renewal 
contracts are being drawn at the 
same terms and conditions as the 
originals. The primary reason for this 
is that after three years on tv, ratings 
for both the Popeye and Warner 
Bros. cartoons are now as strong as, 
if not stronger than, they have ever 
been.” 

National Telefilm Associates has 
sold its new package of Twentieth 
Century-Fox films in more than 17 
markets. The package, which has 
been titled “61 for °61,” consists al- 
most entirely of recent features—57 
of them are post-'48. Purchasing sta- 
tions include: 

wNTA-TV New York; 
Philadelphia; wre-tv Washington, 
D.C.; Ktvi St. WCKT 
Miami, Fla.; wow-tv Omaha, Neb.; 
KPHO-TV Phoenix; WHYN-TV Spring- 


WRCV-TV 


Louis, Mo.; 


field, Mass.; WHNB-TV, Hartford: 
WJAR-TV Providence, R.I.; KutTv Salt 
Lake City; Kos-tv Albuquerque; 


KLRJ-TV Las Vegas; wkz0-Tv Kala- 
mazoo, Mich.; KFsa-Tv Fort Smith, 
Ark.; KLIx-Tv Twin Falls, Idaho, and 
WHBF-TV Rock Island, III. 


PERSONNEL ... 

Alvin E. Unger has joined UPA 
Pictures, Inc., as vice president in 
charge of domestic tv sales. Mr. 
Unger, who had been in charge of 
Independent Tele- 


vision Corp., is now in the process of 


syndication for 


setting up a sales staff, with head- 
quarters in New York. Initially, he 
will be marketing the Mister Magoo 
cartoon series and the forthcoming 
Dick Tracy cartoons. These are to be 
followed by other programs and spe- 
cials in the planning stage at UPA. 

William Andrews, northeastern di- 





Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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MR. ANDREWS 


vision manager of Independent Tele- 


vision Corp., has been appointed gen- . 


eral sales manager of syndication 
for ITC, replacing Mr. Unger. Mr. 
Andrews joined ITC in July of 1958 
as western-division manager and in 
June of last year became northeast- 
ern-division manager. Prior to join- 
ing the company he was with Ziv for 
three-and-one-half years, serving as 
spot sales manager. 

Ziv-UA has added seven more men 
to its sales force to raise the total to 
153, said to be an all-time high. New 
account executives in the current ex- 
pansion are: Ed Davis, Charlotte; 
John March, Cleveland; Carl Kozlik, 
Denver; John McMinn, Sacramento; 
John Davies, Seattle; John McMahon, 
Chicago city office, and Leonard Me- 
Kenzie, San Antonio. 

United Artists Associated has also 
expanded its sales staff. Three ac- 
count executives joined the company: 
Fred Watkins and Frank LeBeau, as- 
signed to UAA’s Dallas office, and 
Paul Weiss, assigned to the com- 
pany’s Chicago office. . . . Clayton E. 
Bond has joined CBS Films as an 
account executive in the company’s 
Chicago office. He will cover the Ohio 
and western Indiana territory. .. . 
Arthur Gross has joined UAA as as- 
sistant general sales manager. For- 
merly director of tv sales with King 
Features Syndicate, Mr. Gross will 
coordinate all sales of UAA’s librar- 
ies of features and cartoons. 

Alfred R. Stern has been elected 
chairman of the board of California 
National Productions. Mr. Stern, vice 
president of NBC Enterprises, con- 
tinues with those duties and with his 
responsibilities as director of NBC's 
international operations and as chair- 


man of the board of NBC _ Inter- 
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national, Ltd. . . . Sidney Ginsberg 
has been appointed assistant vice 
president in charge of production 
for Trans-Lux Television Corp. 
In his new post, Mr. Ginsberg 
assumes responsibility for all produc- 
tion activity and functions as pro- 
duction supervisor for all Trans-Lux 
television properties. 

Charles E. Skinner, one-time pro- 
ducer of Sgt. Preston of the Yukon, 
has resigned as vice president of 
Filmaster Productions to devote his 
time to an as yet unannounced ven- 
. . » Jack Foreman 
has been appointed general manager 
of Samuel Goldwyn Studios in Holly- 
wood. Mr. Foreman was previously 


ture of his own. 


manager of film production ad- 
ministration at CBS-TV. ... R. L., 
Films, Ltd., of London has been 
named distributor of all ABC Films 
properties throughout most of 
Europe’s major television markets. 


PROGRAMS ... 

CBS-TV will try for new, unusual 
visual effects in the 1961-62 season 
and has signed producer Jack H. 
Harris to develop an hour tv series 
using his “Harriscopix” process, a 
formula for creating such unique 
effects. The program, described as an 
action-adventure in a contemporary 
setting, will be slanted towards 
family appeal. Mr. Harris has pre- 
viously used his special process to 
produce such theatrical pictures as 
The Blob, The 4-D Man, and Dino- 
saurus. 

Paramount TV 


planning to test programs aimed for 


Productions is 


network airing by first televising 





them locally in the Los Angeles area 
over its own tv station, KTLA. Three 
audience participation shows, Seven 


Keys, The Marriage Game and“ 


Temptation will be the initial series 
to undergo the experiment. 


COMMERCIAL CUES... 

A new company, designed to sup- 
ply a comprehensive film and tape 
sound recording service, has been 
formed in New York by John H. 
Beaumont, Lawrence J. Kreeger and 
Howard M. Lawrence. The company, 
with offices and studios at 247 W. 46th 
St., is called Audio Techniques, Inc. 
. . . C/Hear Services, Inc., headed 
by Granville “Sascha” Burland, has 
been retained by CBS Television Pro- 
duction Sales to create radio and tv 
commercial soundtracks for Hanes, 
Inc., hosiery manufacturers. It will 
be Hanes’ first try with television. 





MR. ORCHARD 


James M. Orchard has joined Lux 
Brill Productions, Inc., as an account 
supervisor and director of client 
services. Mr. Orchard has a_back- 
ground of motion-picture and tv film 


production. He has served with 
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S. 0. $ CINEMA SUPPLY CORP. 


New York City: 602 West S2nd Street, Plaza 7-0440 
Hollywood, Calif.: 6831 Hellywoed Bivd.. HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
quip t: A tion, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Cataleg on your 
letterhead to Dept. WN. 














CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES—-SERVICE 
Motion picture and television equipment 
“ork lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 





SCREENING ROOMS 











PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
Se eee William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 





COLLECTION AGENCIES 











STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York 36, N. Y. 
LOngacre 5-5990 
Collections for the Industry 
All over the World 
TV—RADIO—FILM 
Records & Recording Accounts Receivable 
No Collections—No Commissions 








LIGHTING 








CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 
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MAURICE H. ZOUARY 
333 West 52nd St. N. Y.C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 
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CBS-TV, CBS Films and Paramount 
Pictures. 

Animation, Inc., has named Albert 
D. Hecht, producer and director of 
tv commercials, as its new sales rep- 
resentative in New York. . . . GNG 
Productions, with Frank Gardoni, 
president, Daniel H. Gettone, vice 
president and Ivan Nagy, treasurer, 
has been formed in Hollywood to 
produce tv commercials and _pro- 
grams. A series of spots for Life-O- 
Gen gets the company under way. 

Jerry Fairbanks Production, has 
added six film editors—Jack Kuhl- 
man, John Dolan, Henry DeMond, 
Ted Chapman, Larry Watkins and 
Shirley Citroen—to its staff to handle 
an increased volume of business, in- 
cluding commercials for Bell & 
Howell, AT&T, Toni, Oldsmobile, 
Heinz, Peter Pan Peanut Butter and 
Helene Curtis. . . . Expanded sched- 
ule of nine Stag beer commercials is 
being produced for the Carling 
Brewing Co. (Edward H. Weiss) by 


Format Films. 


Sie 
Mobile Video Tapes, Inc., of Los 


Angeles has been signed, in conjunc- 
tion with Jack Denove Productions. 
to record western appearances of 
Presidential candidate John Kennedy 
for tv release. The company has also 
reached a high point in commercials 
production, taping nine spots for 
General Mills, and a series for Union 
Oil Co. and Dodge Division of 
Chrysler Corp. 

Red-EO-Tape, the Red Skelton 
mobile tape unit, has started produc- 
tion with a series of commercials for 


Pet Milk (Gardner Advertising). 


Film Commercials 
DYNAMIC FILMS, INC. 


Completed: Monroe Auto Equipment Co. 
(Monroe-Matic shock absorbers, load level- 
ers), Aitkin-Kynett. 


ERA PRODUCTIONS, INC. 


Completed: U. S. Forest Dept. (Smokey 
Bear), FC&B; Knudsen Dairy (milk). 
Heintz & Co. ; 

In production: Sunray Oil Co. (DX Boron 
gas), Potts-Woodbury; Nalleys Food Prod- 
ucts (corn chips, Lumberjack syrup, potato 
chips), Pacific National; Ralph’s Market 
(milk products), direct; U. S. Forest Dept. 
(Smokey Bear), FC&B. 
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RAY FAVATA PRODUCTIONS, 
INC. 


Completed: Hygrade Food Products Corp.. 
(frankfurters), JWT; National Assn. of In- 
surance Agents (insurance), Doremus; Piel 
Bros. (beer, Fresh Air Fund), Y&R: Nation- 
al. Biscuit Co. (Millbrook bread), M-E: 
U. S. Census Bureau (census), Meldrum & 
Fewsmith; General Mills, Inc. (Jets), 
D-F-S; General Foods Corp. (Sugar Crisps), 
B&B. 

In production: U. S. Army (reserves), 
D-F-S:; Rexall, Inc. (drugs), BBDO; Gen- 
eral Motors Corp. (Frigidaire), D-F-S: 
Heublein, Inc. (Andersen soups), FRC&H. 


FORMAT FILMS, INC. 


Completed: International Shoe Co. (Poll- 
Parrot & Red Goose shoes), Krupnick; J. 
A. Folger Co. (coffee), FRC&H. 

In production: Carling Brewing Co. (Stag 
beer), Edward H. Weiss; Standard Oil Co. 
of Indiana (gas), D'Arcy; General Time 
Corp. (Westclox), BBDO; Max Factor Co. 
(toiletries), Carson/ Roberts. 


GRAY & O’REILLY 


In production: General Cigar Co. (Robt. 
Burns), Y&R; Minute Maid Corp. (Snow 
Crop), frozen orange juice), KHCC&A; 
Block Drug Co. (Omega oil), Gumbinner: 
Tasty Baking Co. (cakes), Aitkin-Kynett: 
DeLuxe-Reading Corp. (toys), Zlowe: 
Roman Products Co. (Pizza pies), Smith- 
Greenland; General Foods Corp. (Birds- 
eye), Y&R. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 


Completed: Sterling Productions Interna- 
tional (Phillips Milk of Magnesia, Andrews 
Liver Salt, Cafenol, Cortal, Mejoral) , direct : 
Best Foods Co. (Mazola, Nucoa margarine, 
Nu-Soft), D-F-S; Isodine Pharmacal Corp. 
(Nasalaire), Brown & Butcher; Texaco, 
Inc. (Marfak), C&W; Brillo Mfg. Co. (soap 
pads), JWT; Lever Bros. (Good Luck mar- 
garine), OB&M; General Mills, Inc. 
(O’Celo), D-F-S; Nestle Co. (Quik), Rey- 
nolds; B. T. Babbitt Co. (Chas. Antell), 
GMM&B; AMA (Cobo Hall Presentation ), 
C&W. 

In production: Wise Co. (potato chips), 
Lynn; Best Foods Co. (Nucoa), D-F-S: 
Brillo Mfg. Co. (soap pads), JWT; Ameri- 
can Machine & Foundry Co., C&W; General 
Mills, Inc. (O’Celo), D-F-S; Peter Paul, 
Inc. (Chiffon), D-F-S; Sterling Drug Co. 
(Fletcher's Castoria), Brown & Butcher; 
Harvey Publications (Mattie’s Funday Fun- 
nies), direct; Texaco, Inc. (gas & oil). 
C&W; General Foods Ltd. (Sanka), Me- 
Kim. 


KEITZ & HERNDON 


In production: Humble Oil Co. (gasoline 
& oil), McCann-Erickson: Continental Oil 
Co. (Conoco gasoline), B&B; Lone Star 
Gas Co. (ranges, gas heating), EWR&R: 
Dr. Pepper Co. (soft drink), Grant; Frank- 
lin Mfg. Co., Grifin B. Wren; Standard 
Life Insurance Co., direct; Rich Plan Corp.. 
(frozen food), direct; James G. Gill Co.. 
Inc. (coffee), Cargill, Wilson & Acree. 


FRED NILES PRODUCTIONS 


Completed: National Brewing Co. (Nation- 
al Bohemian beer), W. B. Doner: American 
Bakeries Co. (Merita bread), Sande- 
Green; West Bend Aluminum Co. (Party 


Perk), direct; Standard Oil Co. of Ohio 
(Sohio gasoline), | McCann-Marschalk: 
Montgomery, Ward & Co. (freezers, refri- 
gerators, home furnishings, charge-plates), 
direct: Niagara Corp. (massage units), 
Meldrum-Fewsmith; Delco-Remy Div. GM 
(batteries), Campbell-Ewald; Maytag Co. 
(washers), Burnett. 

In production: Robert's Dairyland, direct: 
Montgomery, Ward & Co. (motorboats). 
direct: Frigidaire Div. General Motors 
Corp., Kircher, Helton & Collett; Standard 
Oil Co. of Ohio (Sohio gasoline), McCann- 
Marschalk. 


PINTOFF PRODUCTIONS 


Completed: General Electric Co. (vacu 
ums), Y&R; Nestle Co. (Zip), McCann 
Erickson; Isodine Pharmacal Co. (gargle), 
Reach, McClinton; Ward Baking Co. (Tip 
Top Lucky cakes), Grey; Esso Standard 
Oil Co. (Esso Extra gas) M-E; Singer Sew- 
ing Machine Co. (sewing machines), Y&R: 
U. S. Steel Co. (steel), BBDO; Texaco, Inc. 
(Texaco gas), C&W. 

In production: S. C. Johnson & Son (Glade), 
B&B: Pintoff Productions (The Shoes), dir- 
ect; Quaker Oats Co. (Frescavena), Natl. 
Export; E. I. du Pont de Nemours & Co. 
(Telar), BBDO; Proctor-Silex Co. (appli- 
ances), Weiss & Geller; American Broad 
casting Co. (Fight of the Week), direct: 
American Oil Co. (Amoco), Joseph Katz: 
Charles Pfizer & Co. (Beam), Ted Gotthelf: 
TV Information Office (promotion), Me- 
Cann-Erickson; American Bakeries Co. 
(Taystee bread), Y&R: Warner-Lambert 
Pharmaceutical Co. (Listerine), Lambert 
& Feasley. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: Sinclair Refining Co. (gasoline), 
GMM&B; American Motors Corp. (Ram- 
bler), GMM&B;: Golden Press (Picture 
Atlas, Junior American, Heritage Series), 
direct: Maher Co. (shoes), McGregor-Dea- 
ville; Lehn & Fink (new product), GMM& 
B; Jaka Ham Co. (ham), KHCC&A; Tele- 
vision Bureau of Advertising (14-hour film), 
direct; Haloid Co. (Xero Duplicators), dir- 
ect; Super Fab (detergent), Spitzer & 
Mills; Eagle Pencil Co. (Stickpen), Shal- 
ler-Rubin. 

In production: Colgate-Palmolive Co. 
(toothpaste), Spitzer & Mills; Golden Press 
(children’s books, Christmas special), dir- 
ect; Transogram Co., Inc. (toys), Wexton: 
Sinclair Refining Co. (Triple-X Motor Oil, 
institutional), GMM&B; George W. Helme 
Co. (snuff), KHCC&A. 


BILL STURM STUDIOS, INC. 


Completed: Ruppert Brewing Co. (beer), 
NC&K: Howard Johnson, Inc. (restaurants), 
Ayer; Bemco Dealers (mattresses), Elk- 
man; N. Y. Telephone Co. (communica- 
tions), BBDO; Scripto, Inc. (pens), Dona- 
hue & Coe; Texaco, Inc. (gas), C&W. 

In production: Reynolds Metals Co. (alum- 
inum), L&N; Delco Div. GM (batteries), 
Campbell-Ewald; Blumenthal Bros. Choco- 
late Co. (candy), Wermen & Schorr; Mol- 
son Bewing Co. (beer), MacLaren; Blatz 
Brewing Co. (beer), K&E; Speidel, Inc. 
(watchbands), NC&K; Henry F. Orteieb 
Brewing Co. (beer), Lewis & Gilman: 
Bayuk Cigar Co. (Phillies), Wermen & 
Schorr: 4Way Cold Tablets (drug prod- 
ucts), direct; Firestone Tire & Rubber Co. 
(show closing), Campbell-Ewald; Rexall 


Drug Co. (drug products), BBDO; Schick, 


Inc. (razor) B&B; Whirlpool Corp. (RCA 


Dryers), K&E; J. Armstrong Co. (Hude- 


pohl beer), direct; Brown & Williamson 
Tobacco Corp. (Viceroy cigarettes), Bates. 
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Wall Street Report 
RON ene RONEN meme 


BULLS AND BEARS. Wall Street is 
now engaged in the great bull-or- 
bear debate—a debate that was fore- 
cast here several months back when 
the conflicting views of partners in 
Paine Webber Jackson & Curtis, Wall 
Street brokerage firm, were sum- 
marized. 

The market cracked last month, 
plunging the stock averages to a 
five-year low. At the first move the 
Dow-Jones averages fell to 586.71, 
breaking through a barrier that had 
been tested three times previously 
at the 600 level. By all traditional 
signs of the chart followers, the signs 
are up for the bears to triumph, for 
the signal of the bear market was 
given back in March when the Dow- 
Jones rail average also hit new lows, 
thus confirming the bear forecast of 
the industrial average. 

But the bulls have not been willing 
to give up their long diet of profits, 
high prices and prosperity, and they 
keep pointing out that there are sig- 
nificant differences between the econ- 
omy of today and that of earlier 
days when the chartists could rely on 
such “signals” without worry. Now 
the Federal Government, or the so- 
called public share of the economy, 
is so large that market signals alone 
cannot be relied on to tip off the 
trend of what is likely to happen. 


BEARISH MOOD. On Jan. 5. 1960. 
the Dow-Jones averages hit a high 
of 685.47. The ups and downs since 
then have kept investors moving as 
if in a tennis match. The factors 
involved in creating the bearish mood 
are multiple. The steel industry, for 
example, has been running at half 
of its capacity for some months. Its 
failure to pick up is believed to re- 
flect in part the failure of the auto 
industry to order as much steel as 
anticipated. Department-store sales 
also have been lagging in recent 
months. 


There are assorted other elements 
in the picture. The Presidential cam- 
paign has been slogging along with- 
out any great excitement, and there 


is a general belief that the election 
will be extremely close. That atmos- 
phere is bound to produce a feeling 
of uncertainty as to which political 
approach to business problems will 
dominate after the first of the year, 
and there’s no doubt that uncertainty 
is one of the prime causes for weak- 
ness in the securities market. 


The odd part of this present mood 
is that it has not been set by the big 
serious investors alone, but that the 
small, mutual-fund and monthly-in- 
vestment-plan type buyer is also 
trimming his investment program. 
The odd-lot business on the New 
York Stock Exchange has declined 
by 15 per cent, the best indication 
of the trend among small investors. 
The mutual funds, which have to 
keep a close ear to the mood of the 
small buyers, have been switching to 
more defensive stocks like public 
utilities, tobacco and the like. Also, 
more and more of the glamor stocks 
have been reporting disappointing 
earnings. This trend tends to lower 
investor enthusiasm for stocks with 
higher-than-average price -earnings 
ratios. 


WHAT OF THE FUTURE? Where 
does all this leave the average in- 
vestor? Well, he can remain hopeful, 
along with many of the bulls, that 
the market will stage another rally, 
as it did from the three previous 
drops. But the uncertainty of the 
























political picture, both national and 


international, would seem to make it 
foolhardy to expect the rally to have 
any permanent strength behind it 
at least this early. 

He can stay on the sidelines for 
several months watching movements 
and evaluating trends. Where once 
they spoke of 600 as being the sup- 
port level for the market, they are 
now talking about a level of strong 
buying at 525 or 550. But if that 
figure seems very low, they offset it 
with the suggestion that a strong 
spate of profits and prosperity could 
push the averages up to 700. Thus a 
swing of 150 or 175 points either 
way is held forth as the range within 
which the averages may move in the 





WASHINGTON, D.C. MIDWEST ~ 


Jomes W. Blackburn H. W. Cassill 
Jock V. Horvey William 8. Ryan 
Joseph M. Sitrick 
Washington Building 
STerling 3-4341 


Chicago, Illinois 
Financial 6-6460 





Nobody knows the 
value of our service 
better than men who 
haven’t used it! 
BLACKBURN & Company, Inc. 


RADIO « TV * NEWSPAPER BROKERS 
NEGOTIATIONS *« FINANCING « APPRAISALS 


333 N. Michigan Ave. 


WEST COAST 


Colin M. Selph 
Colif. Bonk Bidg. 
9441 Wilshire Bivd. 
Beverly Hills, Colif. 
CRestview 4-2770 


ATLANTA 


Clifford 8. Marshall 
Stanley Whitoker 
Robert M. Baird 
Heoley Building 
JAckson 5-1576 












October 3, 1960, Television 








Age 63 







1960-1962 period. 

It’s also suggested, of course, that 
no investor who has exercised a high 
degree of selectivity in his invest- 
ments need worry. There are some 
encouraging notes in the nation, as 
there always are. Farm-equipment 
sales seem to have leveled off, or to 
have shown a slight pick-up, ma- 
chine-tool orders are holding their 
own, and there are some indications 
—the number of mortgage applica- 
tions—that new-home construction 
will be on the climb soon. Whether 
the auto industry will pick up is still 
unknown, but the new-car models 
will start bursting into advertising 
soon, and the public will get a chance 
to express its enthusiasm. 


Newsfront (Continued from 19) 
“By taping the show and placing 
it market-by-market,” said Mr. Helit- 
zer, “we could pick the best times to 
reach our dealers and their families, 
as well as the general public. We 
carefully avoided competition with 
high-rated local football games, net- 
work specials, etc. And the show was 
timed in each area to serve as the 
kick-off on our over-all campaign.” 
In addition to the 21 markets pur- 
chased for the hour-long program, 
Ideal plans to furnish free tapes to 
dealers in smaller markets who will 
buy their own telecast time. 
Shown in the Shari Lewis show— 
which got considerable on-the-air and 
newspaper advance promotion in each 
market—were eight one-minute com- 
mercials for as many different Ideal 
dolls and toys. These films, being 
“previewed” for the dealers, will ap- 
pear in Ideal’s spot schedules which 
get under way this month and next. 
In a continuing attempt to make 
children and parents brand-name 
conscious so they'll insist on specific 
Ideal toys, the company this season 
inaugurates a series of “soft-sell” 
commercials. Approaches used to im- 
press Ideal features include “sing- 
along” jingles (such as in a doll spot 
filmed by Peckham Productions that 
superimposes the lyric on the screen), 
special photographic effects and 
march-tempo jingles (as used by Du 
Rona in a film for a marching robot 


called Mr. Machine). 
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Yet another innovation in the fall 
campaign is the use of a combined 
minute commercial on two items. 
“After the first six weeks of the 
schedule,” notes Mel Helitzer, “dur- 
ing which we've introduced the toys 
with minute films, we'll go to 40 sec- 
onds of sell on one number and 20 
seconds on another.” 

Budget? While exact figures were 
not released, the company noted that 
its “60-61 budget represented the 
greatest increase of any company in 
the field, As it is one of the major 
toy advertisers, Ideal’s estimated tv 
expenditure is $114-2 million. 


New Service 

Adding to its roster of research 
tools, the A. C. Nielsen Company an- 
nounced a new media service, an 
audience measurement of 12 major 
magazines. This new Nielsen Media 
Service, scheduled for February, 
1961, delivery, will report tv and 
magazine audience based on data 
from a 2500 home panel. 





Turn to Tint 


Interest in color commercials 
has heightened measurably in 
recent months, stated Nancy 
Salkin, color coordinator for 
NBC-TV. Telecasting the night- 
ly Jack Paar Show with its 
lengthy list of advertisers in 
color was cited as a primary 
reason. 

“We've suddenly started get- 
ting a lot of inquiries from 
agencies and clients who are on 
the show about doing spots in 
color,” Mrs. Salkin said. “With 
the program in tint, the live com- 
mercials are naturally in color 
and are making an impression 
on the advertisers. There has 
been a pick-up in experimenta- 
tion, too.” 

Ford Motor Co. reportedly 
was so favorably impressed by 
the color announcements Kraft 
Foods ran in its black-and-white 
film shows this summer that it 
ran tint spots in Wagon Train 
the past two weeks in a “test.” 














Rahmel, executive vice 


Henry A. 


president and Broadcast Division 


manager, A, C. Nielsen Co. ' 


From the NMS, clients will have 
a yearly report on the total audience 
of the consumer magazines contain- 
ing half the total advertising dollars 
spent in this media, special reports 
on the audience reached by magazine 
and tv combinations and a complete 
Nielsen Television Index data. This 
cross analysis will offer a source for 
the multi-media advertiser in select- 
ing and planning media combina- 
tions for penetrating those families 
and individuals who are prime adver- 
tising subjects. 

The television audiences are meas- 
ured by Nielsen’s Audilog-Record- 
imeter system, with the company 
since 1954. For the magazine study. 
the personal-interview-interest — tech- 
nique will be used by which the 
audience is measured on interest in 
editorial matter only. “This will elim- 
inate excessive reading claims and 
cover identification.” Dr. Darrell B. 
Lucas, consultant for NMS, reports. 

The magazines in this service will 
be The American Weekly, Better 
Homes and Gardens, Good House- 
keeping, Ladies’ Home Journal, Life, 
Look, McCall's, Parade, Reader’s Di- 
gest, The Saturday Evening Post, 
This Week, and True Story. “After 
one year,” Mr. Henry Rahmel, execu- 
tive vice president and broadcast di- 
vision manager, at A. C. Nielsen. says 
“more magazines can be added or 
some dropped depending on the in- 
terest in optomising the package for 
advertisers.” 
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TELEVISION AGE 


ait and see. 

As far as reaction went to 
the recent FCC ruling that the net- 
works can option only two-and-one- 
half hours from affiliates in each of 
the four segments of the broadcast 
day after Jan. 1, rather than the three- 
hour periods now in practice, “wait 
and see” summed it up. 

Questioned after an address before 
the Radio & Television Executives So- 
ciety, FCC chairman Frederick W. 
Ford said that he felt the ruling 
would have little effect on program- 
ming as it now exists. The chairman, 
who voted against the ruling in a 4-3 
split, would not pinpoint any one 
immediate beneficiary of the new 
regulation. The question in his view 
is not whether the local station, the 
packagers of programs or someone 
else will gain from the ruling, but 
that the structure of option time it- 
self is illegal. 

“The networks,” he said, “have— 
or can have—other incentives to 
clear their programs. One such in- 
centive might be a sliding scale of 
payment for each hour of program- 
ming carried. However, a network is 
not going to be content with an affili- 
ate it can’t rely on. In a four-station 


market, affiliation is an important 
thing; and if the network can’t con- 
sider moving its affiliation in less 
competitive markets, it will offer in- 
ducements to clear the programs it 
wants to.” 






a review of 
current activity 
in national. 
spot tv 


Admittedly, the packagers and syn- 
dicators look to the reduction of 
option time to open additional peri- 
ods for their product, and most sta- 
tion representatives eye the 30-minute 
slots for added revenue. 

In practice, however, several rep- 
resentatives contacted by Tv ACE had 
little or no comment to make as to 
how much (if at all) a station might 
benefit. “We fought for the ruling,” 
said one executive, “and think in the 
long run the public will gain more 
and better local programming. Simi- 
lar moves in the past worked out to 
the public’s good.” 

Under the new ruling, stations may 
reject network programs as unsuit- 
able for local audiences and substi- 
tute their own or outside-produced 
shows of “greater local or national 





At Benton & Bowles, Inc., New York, 
Stan Kreiser is timebuyer 2m all di- 
visions of the IBM accoun.. 
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REPORT 


importance.” Network shows can be 
dropped in the middle of a series, 
if need be. 

It would seem that such a move 
would insure improved programming 
for the audience, but at least one 
representative noted that it was 
feasible a station might drop a net- 
work show and move into the time 
slot a local half-hour news or public- 
service program that had been regu- 
larly scheduled at a different time. 
The period left open by the moving of 
the “greater importance” program 
could then be filled with an inexpen- 
sive syndicated property sold on a 
spot basis. 


a ae * 


A new study of the Phoenix, Tuc- 
sun and Yuma markets has been is- 
sued by Avery-Knodel, Inc., and dis- 
tributed to advertisers and agencies. 
While prepared for the representa- 
tive’s radio stations in the markets, 
the guide contains helpful informa; 
tion as to retail sales, population, 
buying income, etc., of the area’s 
counties. 


AMERICAN STORES CO. 
(Gray & Rogers, Philadelphia) 
Having used The Phil Silvers Show last 
year in Philadelphia, this chain of ACME 
supermarkets set The Brothers Brannagan 
in six markets this year. The placements, 
which got under way at the end of last 
month, included an every-week buy for a 
year in Philadelphia and 26-over-52 
purchases in Baltimore, Wilkes-Barre- 
Scranton and Johnstown, Pa. Ed Papazian 
is the buying contact. 
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BELL TELEPHONE CO. OF PA. 
(Gray & Rogers, Philadelphia) 


Noting that the shows are in great demand 
by a number of other advertisers, this 
firm is already setting plans to renew 
its string of five-minute weather programs 
in all major Pennsylvania markets. The 
new buys will carry the shows through 
another year beginning next January. 

Ed Papazian is the timebuyer. 


Agency Appointments 


A veteran of 30 years in tv and radio, 
Willard Klose was named director of 
broadcast creative activities for the Camp- 
bell-Ewald Co. Mr. Klose, for the past two 
years vice president of Lennen & Newell, 
Inc., Chicago, succeeded Kensinger Jones, 
C-E senior vice president who recently 
became director of all creative activities. 

In Beverly Hills, Theodore Huston was 
named vice president and office manager 
of Lennen & Newell, Inc. He previously 
served five years as account supervisor and 
manager of tv production before moving to 
the agency’s San Francisco office as crea- 
tive director. 

At W. B. Doner & Co., Inc., New York, 
Sylvan Taplinger, vice president in charge 
of tv-radio, resigned. His future plans 
had not been announced at press time. 
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BENEFICIAL MANAGEMENT 
CORP. 


(Al Paul Lefton Co., Inc., N.Y.) 


At press time, this loan firm was still in 
planning stages on its pre-Christmas 
campaign—which last year included 
placements of film minutes in about eight 
markets. Word earlier this summer was 
that the fall drive would be increased, but 
nothing definite was ready for 
announcement. The company’s regional 
managers handle timebuying for their 
a . with agency buyer Ken Allen 
serving as contact. 


BLOCK DRUG CO. 
(SSC&B, New York) 
Filling in selected areas needing additional 


exposure, NYTOL is currently 
supplementing its network schedules 


with moderate placements of primarily 
ID’s for about 10 weeks. 


Don Ross is the timebuyer. 


BORDEN CO. 
(Dancer-Fitzgerald-Sample, Inc. 
N.Y.) 


Some new STARL: schedules 
reportedly began running in selected 
markets late last month to back up 
Borden’s daytime network buys. Day 
and night minutes will run for about 

eight weeks. Timebuyer Dorothy Medanic 
and supervisor Jim Hunter are the 
contacts. 





Assistant buyer Don Linton handles 


assignments on various products of 


Lever Bros. at BBDO, New York. 


BRISTOL-MYERS CO. 
(Foote, Cone & Belding, Inc., N.Y.) 


For a fairly new product from its 
CLAIROL division, this company has 
been setting placements of primarily night 
minutes in selected top markets. The 
schedules f OVING CARE 

a tint to cover greying hair, run for 
about six weeks. Penny Simmons is the 
buying contact. 





sy 








Bates In Canada 


Ted Bates & Co., Inc., con- 
tinued an expansion begun a 
short time ago when it initiated 
European operations as Hobson, 
Bates Ltd. of London, by sign- 
ing a merger agreement with 
Spitzer & Mills Ltd. of Toronto. 
The new Canadian agency will 
operate as Spitzer, Mills & Bates 
Ltd. 

In 1959, Spitzer & Mills han- 
dled $7 million in billings for 
30 clients, putting the 34-year- 
old agency well up in the top 15 
of 110 Canadian agencies. 


BUTAY PRODUCTS, LTD. 


(Honig-Cooper & Harrington, Inc., 


L.A.) 


Beginning at issue date and continuing 
through next June, schedules will run 


for R DROPS water softener. Daytime 


minutes on an alternate-week basis will 
run in 10 markets throughout the 
country, except in the southern area. 
June Kirkpatrick is the contact. 


METRO NEW YOR 


CARTER OIL CO. 
(McCann-Erickson, Inc., Chicago) 


As noted here July 11, this firm ran a 
summer campaign on its new ENCO 
brand name in Seattle and Portland, Ore. 
The schedules were continued in August 
and renewed again late last month 

in the northwestern areas. Prime-time 
minutes and 20’s are employed. Assistant 
media group supervisor Ruth Leach is 
the contact. 


CLIMALENE Co. 

(D’Arcy Adv. Co., Chicago) 

Having had schedules going in to 

for the past 52 weeks, CLIMA 

water conditioner for automatic washers 
plans to increase schedules this month 
in present areas and add some new onés 
as well. Filmed minutes, 20’s and ID’s 
will run in a market list that includes 
Minneapolis, Detroit, Cincinnati, 
Cleveland, Pittsburgh, Philadelphia, 
Toledo and Youngstown. Mike Disney 
is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N.Y.) 


New activity was reported on for AD, 
with schedules of day and night minutes 
getting under way late last month in 
selected markets for about eight weeks. 
Pete Holland is the timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N.Y.) 


Relatively quiet in spot for some months, 


WONDER bread returned with force the 


, 
Lou Fox, media buyer at Young & 
Rubicam, Inc., New York, works on 
Swansdown and Jello products of 
General Foods. 


middle of last month in about 90 
markets, with heavy placements of day 
and night minutes. The schedules will 
continue until year-end. Perry Seastrom 
and Art Goldstein are the timebuyers. 


COTY, INC. 
(BBDO, New York) 


Following past procedure for the other 
leading perfume names, COTY will be 
back in spot this pre-Christmas season 
with a campaign roughly similar to those 
in previous years. Look for strong 
frequencies of minutes and ID's in the 
top 20 (or more) markets to start late 
next month. Tom Hill is the timebuyer. 
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CURTIS PUBLISHING CO. 
(BBDO, New York) 

Following up the spot test noted here 
June 13, The Saturday Evening Post 

has become a regular user of spot in a 
group of markets that varies in size 

from week to week. Single-copy sales 

are promoted in 10-21 markets, with night 
minutes set for brief periods or as long 

as 52 weeks, depending on the area. 

The agency notes that if a station in one 
of its markets happens to be using the 
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AND 
HARDY 
SHOW 
Gets Top Ratings On 


WNAC-TV Boston 





Wire or phone 
Art Kerman 
today for Z 


availability 
in your market, \ 
GOVERNOR TELEVISION 
PLaza 3-6216 
375 Park Avenue. N.Y.C. 

















Harry Carlson (l.) has been elect- 


ed president, and Sherwood Rollins 


Jr. (r.) vice president of General 
Public Relations, Inc., the public- 
of Benton & 


Carlson succeeds 


relations subsidiary 
Bowles, Inc. Mr. 
Ward B. Stevenson, who has resigned 
to become vice president in charge 
of public relations for International 
Telephone & Telegraph Co. Mr. Carl- 
son joined GPR in 1957 when the 
former Benton & Bowles public-rela- 
tions department merged with Burns 
W. Lee Associates to establish Gen 
eral Public Relations. He had been 
vice president in charge of the Lee 
New York office. A few months later 
he was elected vice president of GPR. 
Mr. Rollins went with GPR in 1957 
also, coming from the Burroughs 
Corp., where he was assigned to the 
public-relations division’s home of- 
fice in Detroit for three years before 
being transferred to New York in the 
newly created position of eastern pub- 
lic-relations representative. 


syndicated Best of the Post show, it 
“probably” would get the magazine’s spot 
schedules as well. Jack Van Sluys Maes 
is the timebuyer. 





E. F. DREW & CO. 
(Donahue & Coe, Inc., N.Y.) 
Following past procedure, TRI-NUT 
margarine kicked off a fall campaign late 
in September to run eight to 12 weeks 
in selected top markets. Day and night 
filmed minutes are used. Cliff Greenspan 
is the timebuyer. 


J. H. FILBERT, INC. 

(Young & Rubicam, Inc., N.Y.) 
Late last month MRS. FILBERT’S 
margarine re-entered spot with a major 
campaign encompassing 75 stations in 
some 50 markets. Filmed minutes in 
night and day slots are running for about 
eight weeks. Marie Mooney is the 
timebuyer. 


GOLD MEDAL CANDY CORP. 
(Mogul Williams & Saylor, Inc., 
N.Y.) 

As noted here July 25, BONOMO’s taffy 
has moved back into its group of 
regular markets with minutes in children’s 
programs. Additionally, however, there 
will be action coming up shortly in 
New York and Boston (and perhaps a 
few other areas) on the company’s 
cough-drop item, COCILANA COUGH 
NIPS. Last year saw heavy schedules 

of ID’s set for about 20 weeks. Joyce 
Peters is the timebuyer. 


KAL KAN FOODS 

(Fuller & Smith & Ross, Inc., L.A.) 
As noted here July 11, a new meatball- 
shaped dog food, KAL KAN ROUNDS, 
was introduced in a couple of west-coast 
markets via heavy spot schedules. In 

a test, the product is moving into 
Wichita, Liberal and Hutchinson, Kan.., 
at the end of this month. Saturation 
placements of filmed 20’s will be used. 
Media director Earl Timmons is the 
contact. 


KNOMARK, INC. 

(Mogul Williams & Saylor, Inc., 
Pl 

Minute films on ESQUIRE’s new “No-Odor 
Boot Polish” are set to run this fall in 
eight major Canadian markets as well 








UNDUPLICATED 
COVERAGE* 


* TV HOMES unaffected by network station 
overlap 


*%* SPORTS programming unmatched in Cali- 
fornia 


** NEWS and local personalities exclusive 
to KTVU 


* FILM and videotape programs that are 


top-rated in the market 


- KITVY on 2 


San Francisco: Oakiand 
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The Buyer Talks About... 








THE ASSISTANT 


You might not like to admit it, but one of the things that makes for 
an efficient and capable timebuyer is an efficient and capable assistant. 
If you have one (or more) on whom you can rely, your job is simplified 
to a great extent. You can relax, free your mind of a clutter of detail 
and concentrate on major buying decisions. Working alone, a buyer can 
find there aren’t enough minutes in the day to handle the maze of phone 
calls and paperwork of a multi-market schedule—but an_ inefficient 
assistant can be more of a hindrance than none at all. 

What differentiates the excellent assistant buyer from a routine help- 
er? 

Mainly, it's a matter of attitude. The young man or woman who 
really wants to be a buyer ranking with the best will serve his/her 
apprenticeship as just that—an apprentice, one who is learning an art 
or trade. This kind of person will realize that there’s a lot to learn, 
and that it takes time to assimilate it all. He'll also know that once he 
has gained the experience of several years as an assistant, once he’s seen 
a veteran buyer cope with every conceivable problem, he himself won't 
panic when faced with similar problems. 

On the other hand, the assistant with the “know-it-all” attitude, the 
one who wants to become a buyer fast so he'll have his “own” accounts, 
or the one who wants to step from media into account work—he’s the 
one you have to watch. 

This is not to say that all assistants don’t need supervision and guid- 
ance. That’s part of your job—to show them the ropes and follow 
through on their assignments. It’s up to you to catch errors, to point 
them out so that they can be corrected. The right kind of assistant will 
learn from this. He won’t make the same error a second time. 

Usually your assistant buyers come up through the estimating depart- 
ment. They are familiar—or had better be—with the stations, rates, reps 
and all the rest. A good assistant, in addition to the basic knowledge, 
has a “detail mind.” He delights in tying up loose ends, in setting every- 
thing down in black-and-white, in filing availabilities or presentations 
where they can be quickly found. 

And he listens. It seems like a simple thing to do, to listen, but it’s 
surprising how many people can’t do it. 

Even listening in itself is not enough for the capable assistant. He 
remembers and checks on what he hears. The young would-be buyer 
is often a set-up for a salesman’s “snow job.” The salesman’s not to 
blame: he’s got a station to pitch, and he’s doing his job. But an 
assistant who falls for a partially-documented story—and who opens his 
mouth in unjustified praise of a station—can not only look bad to his 
buying supervisor but also might give a client cause for concern if he 
hears about it and knows better. 

Certainly there comes a time when an assistant buyer has to make 
decisions on his own. Something can come up suddenly when the buyer 
is vacationing or out of town. A good assistant will be aware of two 
things: he can handle the job with assurance that it will be right for 
the client and agency, basing his moves on past performance and his 
own training, or he will know to whom to turn in the shop for aid. 

And often, asking for help is a better sign of maturity in an assistant 


than his striking out on his own. 


















as selected top areas in this country. 
The placements will back a two-show 
network push. Lynn Diamond is the 
timebuyer. 


LESTOIL, INC. 

(Sackel-Jackson Co., Inc., Boston) 
Staying with its avowed policy of using 
spot, LESTOIL reportedly had new 
schedules beginning at press time in 
selected markets for an eight-week push. 
Day and night minutes and 20's are 

used. Media director Rene Reyes is 

the contact. 


LIGGETT & MYERS CO. 
(McCann-Erickson, Inc., N.Y.) 


For CHESTERFIELD and OASIS 
cigarettes, L&M reportedly placed 
moderately strong frequencies of night 
minutes in selected markets. The schedules 
begin this week and continue until the 
end of the year. Broadcast supervisor 
John Moreno is the contact. 


THOMAS J. LIPTON, INC. 
(SSC&B, New York) 

Having wound up its iced-tea pushes 
earlier this summer, LIPTON was 
preparing a fall hot-tea campaign at 
press time to kick off Oct. 10 in top 
markets. Filmed minutes and 20's will 
go for about eight weeks. Bob Anderson 
is the timebuyer. 


THE PICTURE 
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Wass Lucky Channel 13, is the 


ONLY area TV station posting consistent 
and considerable day and nighttime audi- 
ence gains. 


SELL Where People BUY 
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reach 20 million 


people in 9 states 


with entertainment, education, and 
public service unequalled by any 
broadcaster in the history of the 
industry. Our pride and our 
privilege! 


WLW RADIO 





HORTENSE ESSLER, media di- 
rector, left Wortman, Barton & Rus- 
sell, Inc., New York. Replacing her 
is L. ALICE SEARFOSS. 

At Batten, Barton, Durstine & Os- 
born, Inc., New York, several ap- 
pointments have been made. RICH- 
ARD R. McKEEVER, with BBDO 
for eight years, was promoted from 
network supervisor to associate media 





MR. MC KEEVER 


director. Formerly media supervisor, 
JIM CLINTON was named associate 
media director on American Tobacco, 
Armstrong and other accounts. Once 
with Dancer-Fitzgerald-Sample, Inc., 
and William Esty, Mr. Clinton is 
replacing DICK WRIGHT, who is 
presently assistant to the executive 
vice president of the Carling Brewing 
Company in Cleveland. PHIL TO- 
CANTINS was raised from timebuyer 
to media supervisor, working on the 
Lever Bros. account. Also previously 
with Dancer-Fitzgerald-Sample Mr. 
Tocantins worked on the L&M and 
General Mills accounts. AL RAN- 
DELL, once timebuyer, was named 
media supervisor and is working on 
the General Mills account. From time- 





Personals 


buye r to 


DUCHIN 


media supervisor, HAL 
is working with heat-pro- 





MR. DUCHIN 


cessed Campbell soups and Bromo- 
Seltzer. BOB WILSON, timebuyer, is 
now with BBDO in San Francisco. 
CAROL O’KUNE, timebuyer, moved 
to Grey Advertising, Inc. 

At J. M. Mathes, New York, 
DOUGLAS HATHOWAY, media di- 
rector, has retired. Replacing him is 
AL KRACHT, whose previous ca- 
pacity of associate media director is 
being filled by RUDY WAHLIG. M. 
J. HOLMES JR., once assistant mer- 
chandising manager at Rheem Manuv- 
facturing, is taking over Mr. Wahlig’s 
post as assistant media director. 

JOE GAGLIANO and JEAN BOYD, 
timebuyers at Wexton Co., Inc., New 
York, have left the agency. Taking 
over their account, Golden Press, is 
JEFF FINE, head timebuyer, who 
came to Wexton from Doherty, Clif- 
ford, Steers & Shenfield, New York. 
At DCS&S, Mr. Fine handled Muel- 
ler’s macaroni, Narragansett beer, 
Standard Triumph Motors and Bor- 
den’s Instant coffee. LOU BULLOCK, 
timebuyer, is now working with these 
accounts at DCS&S. 











MALT-O-MEAL CO. 
(Campbell-Mithun, Inc., 
Minneapolis) 

The fall push on MALT-O-MEAL cereal, 
noted here last June 13 as forthcoming 
in September, started late last month 

in most of a group of markets, about 28. 
Kid-show minutes featuring an animated 
character named Chompin’ Freddie 

will run for 26 weeks through the cold 
weather. Rudy Marti is the timebuyer. 


38th year on the air, consistently ranks 
among the top 10 Radio Stations in 
America! 


WLW TELEVISION 


B&W TV pioneer and now COLOR 
TV leader in the Country! 


WLW-T WLW-D 


April 18) with a 40-market campaign that 
grew to cover about 60 areas during the 


(Continued on page 72) 
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Television Television MISSION PAK CO. . 
Cincinnati Dayton (Stanley Pflaum Associates, Beveriy Station, Network and 
Hill Personal Representative 
WLW-C WLW-I wah the holiday season approaching, epresentin 
Television Television | this packager of Christmas gift fruit repre g 
Coiumbus Indianapolis packs is starting its annual west-coast KELO-TV, Sioux Falls, S. D. 
spot drive. Markets used this year include ‘ 
WLW A Los Angeles, San Francisco, San Diego, KROC-TV, Rochester, Minn. 
= Santa Barbara, Fresno, Sacramento, KSBW-TV, Salinas, Calif. 
Television Stockton and Bakersfield. Placements s ° Cc 


SBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 


peak during the four weeks before 
Christmas. President Stanley Pflaum 
is the contact. 


MISTER SOFTEE 
(Gray & Rogers, Philadelphia) 
This producer of a frozen-custard 


confection sold from musical trucks 
entered spot last spring (Tele-Scope, 


Atlanta 
So when buying Radio or TV time, | 
call your WLW Representative. You'll 
be glad you did. 
Crosley Broadcasting Corporation 
a division of Aveo 
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Si ee Ee ae ae 
he perennial problem of red tape 
and pettifoggery clogging media- 

agency dealings is Tim Tully’s buga- 
boo. The timebuyer for Ivory Liquid 
at Compton Advertising, Inc., would 
welcome an all-out campaign for sim- 
plification in stations’ rate cards and 
contracts along with straight policy 
dealings. 

Mr. Tully bewails the point that 
“stations have such a hodgepodge of 
rate cards with undecipherable forms 
and prices.” He believes that “sta- 
tions should get together and adopt 
a standard, concise rate card on the 
format of the one recently issued by 
the AAAA. This form might help to 
remedy stations’ chronic complaint of 
unpaid bills.” 

This practice, he feels, should be 
applied to contracts as well. “Our 
business, like finance, functions on 
verbal contracts. Companies fear the 
possibility of hidden clauses in the 


TIM TULLY 





presently contracts. It 


confusing 


would behoove stations to utilize the 
AAAA contract form in existence 
since October 1956.” 

Another area that Tim Tully would 
like to see cleaned up is the “gimmick 





game’ —rates and bonuses offered by 
a few stations to hold an account. For 
instance, he illustrates, “if a network 


show, or even a spot announcement, 


is not performing efficiently, bonus 
spots (often haphazardly placed) are 
offered underhandedly to prevent a 
move to the competition. 

“Along the same line. some sta- 
tions which can not back up their 
promised ratings will offer a rebate 
instead. It’s like the 
charges 10 cents for an apple but 


grocer who 


will refund six cents if the apple 
is rotten. Confusion, wasted time and 
unsatisfying results are the only 
products. The ideal solution would 
seem to be for stations to charge in 
accordance with their proven track 
record, to raise their rates only when 
they deliver a commensurate increase 
in advertising value.” 

A Floridian by birth, Tim Tully 
was introduced to New England at 
his alma mater, Williams College, 
and shortly thereafter joined the cliff- 
York City. A 


bon vivant with a love for the theatre, 


dweller set in New 


Mr. Tully recently staged his own 


drama by becoming engaged. 
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puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 














Sales begin long 
before sales are 
made, and WRGB 
E is there at 
the outset in the 
homes (\ and on 
the minds of the 








can translate your 


message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


wRG 
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A GENERAL ELECTRIC STATION 
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over 300,000 Television homes 


PLu¢ Bonus Coverage 


WRLP channel 32 


76P COVERAGE-ToP RATINGS 


SEE YOUR HOLLINGBERY REPRESENTATIVE 


OCTOBER IS 


ANNIVERSARY MONTH! 


WMAR-TV 


ON THE AIR 13 YEARS! 


DELIVERS MORE IN 
BALTIMORE'S HUGE 








3-STATION MARKET! 
MORE 





Total Homes Reached !* 





Quarter Hour Firsts, 
Based on Ratings !* 


MORE 
MORE 


* June-July 1960 Nielsen Complete Eight- Week TV Report 


In Maryland Most People Watch 


WMAR -TV 


CHANNEL 2 


SUNPAPERS TELEVISION 
BALTIMORE 3, MD. 
Represented Nationally by 
THE KATZ AGENCY, INC. 





Quarter Hour Firsts, Based 
on Total Homes Reached!* 
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Early Oklahoma History 


Promotion-minded Oklahoma governor J. Howard Edmondson is the 
host for Expedition Oklahoma, new Koco-tv Oklahoma City historical 
programming which makes its debut Oct. 4 on the station. 

The feature is an every-third-week series which will be shown in 
conjunction with the ABC-TV program, Expedition, which is new this 
fall. It will feature the interesting early history of the state and the 





KOcO-TV news director Frank Doyle (l.), and Oklahoma governor J. 


Howard Edmondson. 


rapid growth it has made in wealth and industry. First program is called 
Cows, Cowboys and Cow Country. Other programs will take up the oil 
industry, Oklahoma personalities, Indian culture, land runs, aviation, etc. 

Oklahoma University is opening its files of material to researchers 
working on the program, and original documents and pictures will be 
used to illustrate each subject. Commercials will point out some of the 
state recreational and industrial advantages. 

The program will be narrated by news director Frank Doyle. 








Spot (Continued from page 70) 


summer. Filmed minutes in kid shows 
and elsewhere met with such good results 


that a fall campaign is contemplated. The 


accent would be primarily in southern 
and other warm-weather areas, but even in 
northern cities the trucks keep distribution 
going through November. Ed Papazian is 
the timebuyer. 


MORTON FROZEN FOODS 
(Ted Bates & Co., Inc., N.Y.) 


Beginning at issue date, about 20 
markets of varying sizes start schedules 
of both day and night minutes on 
MORTON’s frozen biscuits. The 
placements run about eight weeks. 
Greg Sullivan is the timebuyer. 


NESTLE CO. 
(McCann-Erickson, Inc., N.Y.) 


Moving out of the iced-coffee area, Nestle 


started a fall hot DECAF campaign last 


week in a good many cold-weather 
areas and should be adding more as 
autumn lengthens. Nighttime filmed 
minutes are set in light frequencies to 
run until just before Christmas. 

Enid Cohn is the timebuyer. 


PHARMA-CRAFT CORP. 
(Papert, Koenig & Lois, N. Y.) 
As Tele-Scoped Aug. 22, COLDENE is 


returning to spot the middle of this 
month with a large number of top markets 
starting strong placements of night 
minutes. The schedules will run through 
next March in cold-weather areas, less in 
warmer markets. Media director Bill 
Murphy is the contact. 


POLITICAL CAMPAIGNS 
(Guild, Bascom & Bonfigli, Inc., 


N.Y.; Campaign Associates, N.Y.) 
In spite of the late date and the 
voluminous free time devoted to the 
Presidential candidates by the networks, 
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4t Kudner Agency, Inc., New York, 
Varia Carayas is timebuyer on Color- 
jorms and broadcast activities of 


Renault, Inc., among others. 


both GB&B for the Democratic contenders 
and Campaign Associates for the 
Republicans report there will be 
considerable spot placed “shortly” and 
“in the next few weeks.” Final plans as 
to type of buys were still hanging fire 

at press time..Reggie Schuebel, vice 
president, heads the GB&B buying 
contingent, with Diane Robinson and 
Kathy Farrell the timebuyers; Ruth Jones 
is the buying head at Campaign 

Associates, 


Agency Changes 


Doyle Dane Bernbach, Inc., came out 
on the winning end of the largest account 
switch of recent weeks when it added the 
institutional advertising of Olin Mathieson 
Chemical Corp. D’Arcy Advertising Co. 
last held the account, which billed $3 
million in 1959. 

McKesson & Robbins, Inc., whose Kessa- 
min reducing aid is a regular user of spot 
tv, announced a parting of the ways with 
Dancer-Fitzgerald-Sample, Inc., at year- 
end. A successor to the account will be 
named shortly. 

R. M. Hollingshead Corp., infrequent 
user of spot for its household products 
line, moved from Gray & Rogers, Phila- 
delphia, to the W. B. Doner & Co. office 
in that city. 

Roulette Records named Kastor Hilton 
Chesley Clifford & Atherton, Inc., to re- 
place the Mitchell Morrison Agency on its 
account. Ad manager Bud Katzel noted the 
budget for 1961 would be $500,000. 

The $700,000 account of candy maker 
E. J. Brach & Sons, resigned this summer 
by Tatham-Laird, Inc., was placed at John 
W. Shaw Advertising, Chicago. 

Several accounts reported considering 
changes and listening to agency presenta- 
tions were U. S. Time Corp., currently at 
W. B. Doner & Co.; Electric Auto-Lite Co., 
now at Grant Advertising, and Rootes 
Motors, now at Erwin Wasey, Ruthrauff & 
Ryan. 








(A monthly study of the performance of network programs in local markets) 


Pointing up the fact that the reception given a nationally televised 
program can vary widely from one market to another (as noted in 
“Markets Within Markets,” Tv ace, July 11), a look at four popular 
panel programs also shows, however, that this kind of program has 
relatively equal appeal in both large and medium-sized markets through- 


out the country. 


For each program, only a rating point or two separates the “A” 
counties from the “B” counties, and the “spread” of ratings for the 


The Whole vs. 











The Parts 





individual markets in each grouping is fairly small. 


QUIZ AND AUDIENCE PARTICIPATION 


Total U.S.* 
“A” COUNTIES* 


Chicago (4 Stations) 


Dallas-Ft. Worth (4) 


Los Angeles (7) 
New York (7) 
Philadelphia (3) 


“B” COUNTIES* 
Albuquerque (3) 
Atlanta (3) 
Binghamton (2) 
Erie (2) 
Indianapolis (4) 


Wilkes-Barre, Scranton (3) 


Masquerade Take a To Tell 
Party Good Look the Truth 
13.2 8.8 15.6 
14.1 10.3 14.0 
15.4 14.2 16.9 
10.5 17.6 10.7 
10.0 4.8 13.8 
12.9 8.1 14.6 
21.3 16.3 17.4 
13.1 10.1 17.4 
23.6 8.5 - 
17.7 - 17.4 
20.2 33.9 

— 33.9 10.9 
12.4 9.2 22.1 
17.0 21.7 19.0 


March-April 1960 


* NTI, others NSI; Copyright by A. C. Nielsen Company 


As might be expected among the “moderately successful” type of 
programs—excluding What’s My Line, which has consistently reached 
top-rating satus—the number of competing channels in the market 
can affect the show’: 
and Los Angeles, for example, make for ratings somewhat lower 
than the “A” counties and total U.S. ratings. Conversely, the two-station 


areas generally make for higher ratings. 


To the network advertiser and producers of these and similar pro- 
grams, it appears evident that further research should be conducted into 
why Albuquerque and Philadelphia are alike in their preference for 
Masquerade Party, why Los Angeles is unimpressed by Take a Good 
Look, etc. The answers to such questions can greatly affect future 


advertising decisions. 


One thing that is obvious: to sell on the local level, an advertiser 
cannot always depend solely on his high-rated national program. 


ratings. The seven-station markets of New York 
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22.9 
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22.8 
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Want facts to prove 
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Then what you need is a set of the TELEVISION ACE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers, Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked 


No. Number of copies No. Number of copies 
33. Auto Dealers 45. Home Building & Real Estate 





44. Bakeries 21. Insurance Companies —- 
42. Banks & Savings Institutions 8. Jewelry Stores & Manufacturers —— 
26. Beer & Ale 23. Men’s Clothing Stores —— 


29. Moving & Storage — 
38. Newspapers & Magazines — 
9. Nurseries, Seed & Feed — 
35. Pet Food & Pet Shops eS 
40. Pre-fab Housing — 
28. Restaurants & Cafeterias — 
16. Shoe Stores & Manufacturers —— 
11. Soft Drink Distributors -—--- 
13. Sporting Goods & Toys mae 
20. Telephone Companies — 
30. Television & Radio Receivers — 
39. Theatres — 
37. Tires & Auto Accessories — 
12. Travel, Hotels & Resorts — 
32. Weight Control — 
34. Women’s Specialty Shops — 


36. Candy & Confectionery Stores 
22. Coffee Distributors 
31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 
41. Dairies & Dairy Products 
- 27. Dept. Stores (Ed. of a Giant) 
14. Drugs & Remedies 
43. Drug Stores 
4. Dry Cleaners & Laundries 
18. Electric Power Companies 
25. Electrical Appliances 
11. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 
47. Gasoline & Oil 
5. Groceries & Supermarkets 
10. Hardware & Building Supplies 


MPTP TT TTTTEEE PEPE 

















Name Position 
Company 

Address —_—— sah 

City Zone State 








(0 I enclose payment 


(0 Please enter my subscription for TELEViston AGE for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 
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QUAKER OATS CO. 
(J. Walter Thompson Co., Chicago) 


Handling a new weight control product 
called QUOTA (similar to Metrecal 

and other law-calorie “foods”), the 
agency is placing tv schedules in Chicago, 
Milwaukee, St. Paul, Minneapolis and 
perhaps a few other western and 
midwestern test markets. About six weeks 
of announcements in moderate frequencies 
should begin next week. Media director 
Elwood Grady is the contact. 





Business Awards 


Brig. Gen. David Sarnoff, 
chairman of the board of Radio 
Corp. of America, will be one 
of the recipients of the first 
annual Eastman Achievement 
Awards, which will be presented 
this fall by the Eastman School 
of Business in New York City. 

The RCA chairman is being 
honored for his contributions in 
the field of electronics. The five 
other business executives who 
will receive awards are: Mary 
G. Roebling, president and chair- 
man of the board of the Trenton 
Trust Co. (banking) ; Max Hess, 
president of Hess’s Department 
Store, Allentown, Pa. (retail- 
ing); Lee H. Bristol, president 
and chairman of the board of 
the Bristol-Myers Co. (pharma- 
ceuticals); Spyros P. Skouras, 
president of Twentieth Century- 
Fox (motion pictures), and 
George W. Romney, president 
and chairman of the board, 
American Motors Corp. (auto- 
motive) . 

The Eastman awards were 
originated to honor those Amer- 
ican business leaders who have 
made significant contributions to 
their industries and to the econ- 
omy as a whole. The school, 
founded in 1853, is described as 
America’s oldest school of busi- 


ness. 








LET us BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 
Telephone Message Service 
22 E. 56th St., New York City 
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Harold S. LeDuc (1.) and Eugene 
F. McGarvey (r.) have been named 
the directors of the public-relations 
department of Gray & Rogers, Phila- 
delphia and Newark advertising and 
public-relations agency. For the past 
year they have been serving as assist- 
ant heads in active charge of the 
department. They will now admin- 
ister the 36-man operation, including 
its recently formed international divi- 
sion, and will be directly responsible 
to Jerome B. Gray, senior partner of 
G&R. Mr. LeDuc was with the Bell 
Telephone Co. of Pennsylvania for 
31 years before he left there in 1958 
as vice president in charge of public 
relations to join Gray & Rogers. Mr. 
McGarvey is a graduate engineer and 
was associate editor of Factory, the 
management magazine, before join- 
ing G&R in the public-relations de- 
partment in 1952. 


RATH PACKING CO. 

(Earle Ludgin & Co., Chicago) 

For its meat products—franks, cold cuts, 
bacon, etc.—this food firm has set 
minutes and 20’s in about 12 markets, 
mostly in Texas, to run until June 61. 
Daytime is used primarily, with some 
weather and news shows in evening slots. 
Marge Flotron is the buying contact. 


ROMAN PRODUCTS, INC. 
(Smith/Greenland Co., Inc., N.Y.) 
Amplifying the report here July 25 of 
the fall campaign on ROMAN pizza 

and other foods, the seven-week drive 
which got under way near the end of last 





SALES MANAGER 


with strong background in tv 
commercial field. 

Has excellent knowledge of tv 
production, good agency con- 
tacts and outstanding sales 
record. 


Box #485 














month in New York and Philadelphia 
breaks down as follows: wcss-tv New 
York—about a dozen minutes, several 20's 
and a dozen ID’s weekly; wFiL-Tv 
Philadelphia—a “six plan” of a 20 and 
five ID’s weekly; wcau-tv Philadelphia 
five minutes, and combinations of 

five 20’s and ID’s weekly. Described as 
the “initial” phase of the company’s 


Rep Report 


Two established tv-radio representatives 

J. C. Gates of Los Angeles and David 
H. Sandeberg of San Francisco—merged 
to form Sandeberg, Gates & Co. The firm 
has offices in New York and Chicago as 
well as in the two California cities. 


Spot Time Sales, New York radio-tv 
representative, opened branch offices in 
San Francisco and Chicago, with Clint 
Sherwood named as manager on the coast 
and Don Sanders heading the midwest 
operation. 


Blair-TV and Blair Television Associates 
moved its St. Louis staff to new quarters 
at 818 Olive St. in an expansion, and 
changed its phone number to GA 1-5262. 


New Portland, Ore., offices were opened 
by Feltis/Gunn, Inc., with James A. Gunn, | 
previously with Ziv-TV Films, named vice | 


president and general manager of the ex- 
panded operation. 
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In Roanoke in ‘60 
the Selling Signal 
is SEVEN... 


You won't get rich selling bongo 
drums in the Roanoke Television 
Market, but there are nearly 
2,000,000 people who are willing 
and able to help you turn a neat 
profit on foodstuffs, toiletries, 
pharmaceuticals, gasoline, house- 
hold products and other items. 

The magic number for reaching 
these heavy-spending, non-Calypso 
folks is seven. In Roanoke, seven is 
WDBJ-TV . . . which will beat the 
drum for your product in over 
400,000 television homes of Vir- 
ginia, N. Carolina and W. Va. 

WDBJ-TV has maximum power, 
highest tower, superior service and 
programming . . . to help you sell 
like sixty on seven. 


ASK YOUR PGW COLONEL 
FOR CURRENT AVAILABILITIES 


WOby TV 


Roanoke, Virginia 
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largest tv campaign ever, the placement 
should be followed by more activity. Media 
director Les Towne is the contact. 


W. SHEINKER & SON, INC. 
(Holland House Sales Co.) 
(EWRE&R, New York) 

An unusual pre-holiday advertiser, 
HOLLAND HOUSE cocktail mixes starts 
a schedule of 150 taped minutes on wPIx 
New York about issue date. According 
to a company source, consideration has 
been given to moving into other top 
markets and other stations if test results 
warrant and stations are agreeable. The 
products, in national distribution, are 
liquor-less, but the commercials illustrate 


drink-mixing with unbranded liquors. 
Head timebuyer Dick Bunbury is the 
contact. 


SHULTON, INC. 

(Wesley Associates, N. Y.) 

At press time this advertiser's plans for 
pre-Christmas spot were somewhat up in 
the air, but a company spokesman noted 
that both the men’s and women’s lines 
would be using tv. In ’59 both OLD 
SPICE items and DESERT FLOWER 
fragrances ran 10 days of 30-second spots 
in the top 50 markets just before 
Christmas. Media director Joseph Knap 
is the contact. 


2 . 


MANAGER JACK SOELL AND NEW OWNERSHIP ARE 


ADDING GREATER DIMENSION TO THE KTVE-TV 


BEANSTALK, A 1345-FOOT GIANT DOMINATING 


RICH INDUSTRIAL NORTH LOUISIANA, SOUTH 


ARKANSAS AND WEST MISSISSIPPI. THE KTVE-TV 


TOWER, NEARLY TWICE AS TALL AS THE COMPETI- 


TION, IS THE SOUTH'S NEW “HIGHWAY IN THE 


+) > a 


WITH FULL POWER 316-KW. SUCH TOP- 


RATED NBC-ABC SHOWS AS “WAGON TRAIN” 


WHICH DELIVERS MORE HOMES IN THE MONROE, 


LA.-ELDORADO, ARK. MARKET THAN ANY OTHER 


ONE-HOUR PROGRAM (MARCH ARB) ASSURE A 


KTVE-TV 
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William B. Peavey has been appoint- 
ed west-coast manager for television 
of Young Television Corp., headquar- 
tering in the San Francisco: office of 
the station representative. Mr. Peavey 
has been a senior account executive 
for Blair TV in San Francisco since 
1950 and prior to that worked for 
C. E. Hooper in New York. 


SIMONIZ CO. 
(Dancer-Fitzgerald-Sample, Inc., 
AJ 

Selected top markets get new schedules 
of day and night minutes, 20’s and ID’s 





Franken Co. Formed 
Organization of the Jerry 
Franken Co. for advertising and 
public relations has been an- 
nounced by Mr. Franken, who 
recently resigned as head of ad- 
vertising, promotion and public- 
ity for National Theatres & 
Television, Inc., and National 
Telefilm Associates, Inc. 

Clients now being serviced by 
the new firm, which has its head- 
quarters at 5420 Melrose Ave. 
in Hollywood and a New York 
office in the new Time & Life 
Building at 1271 Avenue of the 
Americas, include Programs For 
Television, Inc., tv film produc- 
tion and distribution company; 
RPF Enterprises, Inc.; Stars In- 
ternational, Inc., suppliers of 
radio programming; Del Wood 
Associates, New York advertis- 
ing agency, and Omar Music 
Co. of Hollywood. 

The Franken Co. will be affili- 
ated in New York with the 
William F. Treadwell, Inc., pub- 


lic-relations organization. 
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At a party jointly hosted by Official Films, distributor of the taped syndicated 
program, Playboy’s Penthouse, and wor-tv New York, carrying the weekly 
hour-long feature in the country’s No. 1 market, a “Playboy Bunny” delights find 
(l. to r.) sports programmer Jim Nevile, producer Jim Ennis and program urress we ae way 
« supervisor Charles Hotchkiss, all of Dancer-Fitzgerald-Sample, Inc., New York. to pan this 
unauthorized broadcast 
next week on SIMONIZ floor wax. 
a The placements are for about four weeks. 
| Peter Van Steeden is the buying contact. 
y SOCONY-MOBIL OIL CO., INC. ET TU, BRUTE CAPE 
d (Compton Adv., Inc., N.Y.) TV 
3 At the first of this month, MOBILGAS DIEM CUM KVII- 
and MOBILOIL began a fall drive in 
O a few more than the 96 markets used 
. last spring, with about eight weeks of 
night minutes and prime-time 20’s 
- running. Joe Burbeck and Noel Becker 
& are the buying contacts. 
SUNKIS 5 se : 
Y UNKIST GROWERS, INC Meanwhile, | suppose 
(Leo Burnett Co., Inc., Chicago) ‘Ah hi 
j Lining up its schedules for next spring, ! ave to watch if. 
y a total of 35 spots will run in 15 southern ote 
|. markets over a 13-week period starting Everyone 1S impressed by the 
late in April 61 for SUNKIST lemons. fast, accurate and complete news 
‘ The markets will be Atlanta, Birmingham, coverage on 6. Teamed with 
NBC, we make a combination 
e that spells “Good News” for ad- 
1 TRANSLATION. you too, Brutus vertisers, too. 
3 Its time to roll up your sleeve... can seize the day (and Your Weed TV man has all 
= LA night time, too) with K-7 the facts. 
VE s. GIVE KVII-TV_ has the power (316,000 WCSH-TV 
1- : watts), the tower (815 feet), the 
if “ programming (ABC full time, inter- 
connected) to deliver the high plains 
d audience. Represented nationally by NBC for 
= the Bolling Company PORTLAND 
MAINE 
skeemmamaneramman 
3 KVII-TV 
i- CALL YOUR RED CROSS TODAY! amarillo, texas MAINE BROADCASTING SYSTEM 
y —— eee WCSH-TV 6, Portland WLBZ-TV 2, Bangor 
b- a Geo. Collie WCSH Radio, Portland 
Nat'l. Sales Mar. i 
4 WLBZ Radio, Bangor WRDO Radio, Augusta 
October 3, 1960, Television Age 77 





































































How to Turn 
a ‘5 Raise into 
a‘L000 Bonus 





WHAT SHOULD HE DO WITH AN EXTRA $5 
He can spend it, of course. But, if he 
buys a $25.00 U.S. Savings Bond 
each month for 40 months with his 
$5 a week raise, he is going to have 
Bonds worth $1,000. 

Wishing won’t turn a $5 a week 
raise into a $1,000 bonus, but 
it’s easy to do. If you take that 
$5 raise and put it into US. 
Savings Bonds you can buy a 
$25.00 Bond a month (cost 
$18.75) and have money left 
over. If you keep buying one 
of these Bonds a month for 40 
months you'll have your big 
bonus—Bonds worth $1,000 at 
maturity. 


Why U.S. Savings Bonds are 
such a good way to save 


« You can save automatically 
with the Payroll Savings Plan. + 
You now earn 33% interest to 
maturity. - You invest without 
risk under U.S. Government guar- 
antee. - Your money can’t be lost 
or stolen. + You can get your 
money, with interest, anytime 
you want it. - You save more 
than money; you help your Gov- 
ernment pay for peace. - You can 
buy Bondswhere youworkorbank. 


You save more than money 
with U.S. Savings Bonds 

The U.S. Government does not pay for 

this advertisi: 

ment thanks The Advertising Council 


and this magazine for their patriotic 
donation. 
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. The Treasury Depart- € 


Dallas, Houston, Miami, New Orleans, 
Tampa, San Antonio, Memphis, 
Jacksonville, Columbia, Charlotte, 
Richmond, Raleigh and Oklahoma City. 
Media director George Wilcox is the 
contact. 


SUN OIL CO. 

(William Esty Co., Inc., N.Y.) 
Moving into its customary 43 markets 
over 22 states, SUNOCO starts 13 weeks 
of primarily night minutes and 20’s at 
about issue date. Frequencies are fairly 
light. Jim Scanlon is the timebuyer. 


SIDNEY A. TARRSON CO. 
(Allen Alpern Agency, Chicago) 
This toymaker has kicked off its 


| Buyers’ Check List— 


New Stations 

KCBY-TV Bak, Ore., 
went on the air this month as the third 
Oregon Triangle Television. 
stations are KVAL-TV 


Coos channel 11, 
station of 
Other two 
and xpic-tv Roseburg. The new station, 


Eugene 


operating at a video power of 11.4 kw 


| from a tower 679 feet above average ter- 
| rain, has its own studio and live-camera 


| facilities as well as its own film chain. It 


is an NBC-TV optional affiliate, with the 
network programs fed from KVAL-TV. Base 
hourly rate for KcBY-tv is $150; combina- 
tion hourly rate for all three Oregon 
Triangle stations is $592. Milt Lindley is 
station manager of KcBY-Tv. National sales 
represenative is George P. Hollingbery Co. 
Art Moore & Associates handles Washing- 


ton and Oregon. 


KEYc-TV Mankato, Minn., channel 12, has 
an Oct. 5 target date for start of opera- 
tions. Station, latest addition to the For- 
ward Group, is an NBC-TV affiliate, 
available for network programming on an 
occasional basis. Base hourly rate is $300. 
With a 1,116-foot tower, station will oper- 
ate on full power—316 kw. Walter Roth- 
schild is national sales manager of the 
Forward Group. National sales representa- 
tive is the Branham Co. 


KEzI-Ttv Eugene, Ore., channel 9 is 
scheduled to go on the air Nov. 1 as a 
primary affiliate of ABC-TV. The station, 
owned by Liberty Television, Inc. (Donald 
A. McDonald president), has a 
power of 316 kw and a tower 1,584 feet 
above average terrain. National sales rep- 
resentative is the Meeker Co. Base hourly 
rate is $316. 


video 


New Representatives 
KBES-TV Medford, Ore., has appointed 


Young Television Corp. as national sales 


pre-Christmas drive in Cleveland, Kansas 
City and Los Angeles, with both live 

and filmed minutes used in kid shows for 
FUNNY FACE, WILD WEST 
ROUNDUP, BANK-O-MATIC and SKILL 
DRIVE. A Jan. 2 start on a post-holiday 
campaign is planned for Los Angeles 

on two items. Gertrude Alpern is the 
timebuyer. 


JAMES O. WELCH CO. 

(Chirurg & Cairns, Inc., Boston; 

Beckman, Koblitz, Inc., L.A.) 

As noted here last June 13, the maker 

of WELCH candies—Sugar Babies, 

Pom Pom, etc.—planned a fall return 

to its kid shows with strong schedules. 

Most of the roughly 20 eastern markets 
(Continued on page 80) 


representative, effective immediately. 


KIEM-tvy Eureka has appointed Young 
Television Corp. at national sales repre- 
sentative, effective immediately. 


KOMU-TV Columbia, Mo., has appointed 


Avery-Knodel, Inc., as national sales rep- 
resentative, effective immediately. 
KoTI-Tv Klamath Falls, Ore.. has ap- 


pointed Young Television Corp. as national 
sales representative, effective immediately. 


Station Changes 


KFEQ-TV St. Joseph, Mo., becomes a U.S. 
network also available interconnected affli- 
ate of CBS-TV, effective Nov. 1. It is 
currently listed by CBS-TV as a U.S. net- 
work interconnected station. 


KVAR-TV Phoenix is now operating com- 
mercially with a power increase from 33 
kw to 316 kw. 


WFAA-TV Dallas has been granted FCC 


permission to identify itself with Fort 


Worth as well. 
Network Rate Increases 
CBS.-TV: 


KLIx-Tv Twin Falls, Idaho, from $100 to 
$150, Oct. 1. 


wars-Tv Baton Rouge, from $250 to $450, 
Oct. 1. 


wBirR-TV Knoxville, from $550 to $600, 
Oct. 1. 
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CLEVELAND 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1, U. S. Marshal* (NTA) wews Fri. 10:30 .20.4 
2. Grand Jury (NTA) wWiw-Tv Sat. 10:30 ...19.6 
3. Coronado 9 (MCA) Krw-Tv Wed. 10:30 ...16.4 
4. Johnny Midnight (MCA) wiw-Tv 
Mon. 10:30 5.7 
5. Phil Silvers* (CBS) Kyw- 10:30 .15.4 
6. Lock Up (Ziv-UA) Kyw-tv Sun. 10:30 13.1 
7. Ten-4 (Ziv-UA) Kyw-Tv Tue. 10:30 ...... 12.6 
8. Mike Hammer* (MCA) wews Tue. 10:30 ..10.0 
8. Death Valley Days* (U. S. Borax) 
myw-ev Wed. FT .cccccccccccsccecse eee 286.8 
9. Huckleberry Hound (Screen Gems) 
eew-Be Mien. F vancdncese tact vaseesecs 9.6 
10. Sheriff of Cochise (NTA) WEWs Mon. 7 9.3 
10. Sea Hunt* (Ziy-UA) wisw-tv Thu. 8 a ae 
11. Four Just Men (ITC) Kyw-tv Sat. 10:30 .. 9.2 
12. Bold Venture (Ziv-UA) wews Sun. 10:30 9.1 
TOP FEATURE FILMS 
1. Nite Movie waw-Tv Sun. 11:15-1:30 a.m 11.6 
2. Nite Movie wsw-Tv Sat. 11:15-1:45 a.m. 9.8 
2. Nite Movie Wrw-Tv Thu. 11:15-1:00 a.m. 9.8 
3. Nite Movie wsw-Tv Fri. 11:15-1:15 a.m. 9.7 
4. Nite Movie Wiw-Tv Tue. 11:15-1:15 a.m. 9.5 
TOP NETWORK SHOWS 
1. The Untouchables* WEWS .............+-:- 
2. Esther Williams KYW-TV ............ 
STi Tee: GP. nb xcndiovnst cesecaae 
6. Ganemshe WEWEG wcccccccescceces 
SG. TY Gamnst Giekp* WH nc woscescicececsses 
6. Relies Te. Ge | 2cn ssc ceeseeeneeus 
T, BBR WD cc ncckcccccccnsts tee ceases 3. 
6..G. &, Ghoek Meme? WHS oc icccaeeccsas 23 
9. Alfred Hitchcock WIW-TV .......-.sc00: 2 
BG, Ree WG co nksssunsdneee at 
MIAMI 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1, Sea Hunt (Ziv-UA) wrvs Fri. 7 ........ 24.2 
2. Shotgun Slade* (MCA) wivs Mon. 7 ...... 23.3 
3. U. S. Marshal (NTA) wrtvs Sat. 10:30 19.2 
4. Huckleberry Hound* (Screen Gems) 
WORE TO. FT ccc wacdeccuacetenbececéacic 19.0 
4. Woody Woodpecker* (Burnett) woxkT Mon. 7 .19.0 
5. Rescue 8* (Screen Gems) wrvs Wed. 7 ....18.7 
6. Trackdown* (CBS) wtvs Thu. 7 ........ 17.3 
7. This Man Dawson (Ziv-UA) wtvs Sat. 7 .16.6 
8. State Trooper* (MCA) wrvs Wed. 7:30 ..16.4 
9. Mike Hammer* (MCA) WOKT Thu. 7:30 ..15.7 
10. Grand Jury (NTA) woKT Thu. 10:30 ....14.9 
11, Vikings* (Ziv-UA) woKT Sat. 7 ........ 14.7 
11. Quick Draw McGraw* (Screen Gems) 
cine Emer ere eter ee 14.7 
12. Highway Patrol (Ziv-UA) woKT Tue. 10:30 .14.4 
13. Manhunt* (Screen Gems) wokT Wed. 7 ...13.0 
TOP FEATURE FILMS 
1. Safari* wrvs Thu. 7:30-8:30 7 
2. Big Show* wrvs Tue. 7-8:30 ... 1 
3. Big Movie 7 woxT Fri. 5-6:45 . 7 
4. Big Movie 7 woKT Wed. 5-6:45 .......... 18.8 
5. Big Movie 7 woxT Thu. 5-6:45 .......... 18.7 
TOP NETWORK SHOWS 
1. Esther Williams® WORT .........0..cec00 43.5 
2. Derm Masten GUCF ic. ckcccccdesesvetc< 39.9 
Ce COEF. oncceccenudindsaee conte 33.3 
© Wagon Prete? WORE ok icc ewsncncessccRe 
or OE Celiows WER 5 kk cc seed cbabnsacsvs 32.2 
6. The Untouchables* wrest ..............-. 31.0 
RES eee eae 29.5 
8. Dennis the Menace wtvs 
8. Father Knows Best* wrvs ........ 
8. Have Gun, Will Travel wrvs 





DETROIT 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1. Sea Hunt (Ziv-UA) wsBK-Tv Sat. 10:30 25.5 
2. Divoree Court (KTTV) wseK-tTv Tue. 7 ..14.2 
3. Huckleberry Hound (Sereen Gems) 
CEEAM-EY Tim. Toc occcvsvcessccecsene 13.2 
4. Not For Hire (CNP) wxyz-tv Sun. 10:30 ..11.6 
5. Manhunt (Screen Gems) WJBK-TV 
WE; 2OsBD oo odwwevecbomeses stawdedscces 11.5 
6. Phil Silvers* (CBS) wws-tv Thu. 10:30 ..10.7 
6. Rescue 8 (Screen Gems) Wxyz-Tv Sun. 6:30 .10.7 
7. U. 8S. Marshal (NTA) wws-Tv Tue. 10:30 .10.1 
8. Woody Woodpecker (Burnett) OKLW-TV 
WR. CSB 6 inv eaccedcaavccscese< - 9.5 
9. Quick Draw McGraw (Screen Gems) . 
GELW-EV Tue. 6:80 .nccccccccccecccces 8.8 
10. Honeymooners (CBS) wws-tv Sat. 6:30 ... 8.4 
11. Border Patrol (CBS) wws-tTv Wed. 7 ... 8.2 
12. Follow That Man* (MCA) wiseK-Tv Tue. 8 8.0 
12. Science Fiction Theatre (Ziv-UA) 
GEEM-CT Dam. BBO occcccccsvccccscesss 8.0 
13. Interpol Calling (ITC) wxyz-Tv Tue. 10:30 1.3 
TOP FEATURE FILMS 
1. Million Dollar Movie* CKLW-TV 
Bee. CoSsbe 4 ccwaccvencaccvesssevctvees 11.4 
2. Bill Kennedy Show Time CKLW-TV 
Bem. BaDISe ssvcnvcdscscovcesve 10.6 
3. Starlight Theatre CKLW-TV 
PR, RETOUR SLe BM snnwccccraccencss% 8.1 
4. Five Star Feature* WJBK-TV 
Wee. TrsOO-BisdO cecessccsncce 7.2 
5. Nightwatch Theatre WJBK-TV 
Sat. 11:15-2:45 a.m. weccsesesecoses 7.1 
TOP NETWORK SHOWS 
1. Esther Williams*® WWJ-TV ...........5- 40.8 
S.. Gia “WIE ocd.c cde cecciicss .38.7 
3. Have Gun, Will Travel WsBK-TV ........31.7 
6, Gele Benes GSE scccocecscciecs 30.4 
5. The Untouchables* WxXvz-TV .............. 28.7 
6. Wagon Train WWJ-TV ..........+. 26.5 
7. Father Knows Best* WJBK-TV .......... 26.0 
8. I’ve Got a Secret* WJBK-TV ............ 24.7 
8. U. & Geek Moar? WIRES oc ccs ccccvcecs 24.7 
6. CT Best Gerke? WEEE cccccccscccess 24.7 
WASHINGTON 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Woody Woodpecker* (Burnett) wrre Wed. 7 .16.4 
2. Huckleberry Hound (Screen Gems) 
WEMe Toe. BF svccavesncdcvessesdess -11.9 
3. Silent Service (CNP) wWMAL-Tv Sun. 7 ....10.4 
4. Honeymooners (CNP) wro-Tv Tue. 7 ...... 9.9 
5. Death Valley Days (U. S. Borax) 
WEe-se Mm. FT ceccccssecsccscccccess 9.6 
6. "Copter Patrol (CBS) wrop Fri. 7 ........ 9.1 
6. Science Fiction Theatre (Ziy-UA) 
WMAI-TV Bum. 6 2... cccccccccccccsccces 9.1 
7. Mike Hammer (MCA) wtte Tue. 10:30 8.3 
7. U. S. Marshal (NTA) wro-Tv Thu. 7 3 
8. Sea Hunt (Ziv-UA) wMaAL-Tv Fri. 7 ...... 7.9 
9. Three Stooges* (Screen Gems) 
WEES TEP Be cncisccvcesessics coos Ve 
10. Phil Silvers (CBS) wro-tv Fri. 7 ........ 17.3 
11. Quick Draw McGraw* (Screen Gems) 
WEES Blam. F nccccnccvteccncncccesececes 7.0 
11. Trackdown (CBS) wMatL-Tv Sun. 6:30 ... 7.0 
12. Grand Jury (NTA) wro-Tv Sun. 10:30 ... 6.7 
TOP FEATURE FILMS 
1. 10:30 Theatre wrop-Tv Sat. 10:30-1 a.m. 10.1 
2. Inside Argonne* wMAL-Tv Sat. 10:30-12 mid. 8.9 
3. Playhouse 5 wrTG Sat. 10:30-12 mid. .... 7.0 
4. Late Show wrop-tv Tue. 11:15-1 a.m. ... 6.4 
5. Friday Night Movie* WMAL-TV 
Pri. 22:3O0-13°65 Gm. 2. .cccccccsasceses 5.7 
TOP NETWORK SHOWS 
1. Esther Williams® WRO-TV ...........; 37.5 
2. 77 Sunset Strip WMAL-TV ..............33.9 
B.. Games, WHR oc cc cnccécenssvccess 32.8 
4. The Untouchables* WMAL-TV ...........+-+ 25.3 
5. Have Gun, Will Travel wWTop-Tv ..........24.9 
GC. Fatty Bee WRONG iccccccocecsecesce 24.1 
7. U. 8. Steel Hour® WTOP-TV ......ccccceee 23.2 
©... Wain. Te WHR oc cen ceusesscceces 20.0 
8. Lawrence Welk WMAL-TV ........002e 20.0 
0. What's Bip Edee WEORSU  oocccccccccess 19.3 
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EXHIBITION 


An exhibition of current audio-visual equip- 





ment, techniques and services . . . An ex- 
tensive lecture program as well as com 
tinuous showi of tstanding films pre- 





SALES EXECUTIVES 
FILM PRODUCERS 
ADVERTISING MGRS. 
PRODUCTION MGRS. 


to be held at the 


TRADE SHOW BLDG. 


500 Eighth Ave. (at 35th St.) 
NEW YORK CITY 








PROGRAM HIGHLIGHTS 








2:00 P.M—Robert lL. 


5:00 P.M.—Josef Bohmer: 


12:00 





Monday, Oct. 10th 


3:00 P.M.—Presentation of Life Magazine's 


filmstrip “THE MARKET OF THE SIXTIES.” 


Tuesday, Oct. 11th 


lawrence: “WHAT 
MAKES A SELLING COMMERCIAL?” 


3:00 P.M.—Presentation of the prize-winning 


publicity films and television commercials 
from the 7th INTERNATIONAL ADVERTIS- 
ING FILM FESTIVAL in Venice, and lec- 
ture “COMMERCIAL FILM TECHNIQUES— 
HERE & ABROAD." 

“SINGLE-SYSTEM 
FILM PRODUCTION.” 


Wednesday, Oct. 12th 

noon — Production workshop and 
Luncheon-Meeting by the Radio & Televi- 
sion Executives Society: “FOR PROPHETS 
AND PROFITS — EDUCATIONAL TELEVI- 
SION.” 


Wednesday, Oct. 12th (cont.) 


3:00 P.M. — Workshop Session: “VISUAL 


COMMUNICATIONS IN BUSINESS & 
DUSTRY.” 


IN- 


For complete details & 
guest tickets contact: 


INDUSTRIAL 
EXHIBITIONS, INC. 
17 E. 45th St.—New York 17 
OXford 7-4978 
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VIDE-KNOW-HOW gives 


WVECeTV 


THE TOP RATED" 
CHILDREN’S PROGRAM 


““~NORFOLK 


PORTSMOUTH 
NEWPORT NEWS 
HAMPTON Moret 





“BUNGLES the Clown", | 
host on the “3 STOOGES" | 
show, is just the touch of | 
VIDE-KNOW-HOW that moved | 
it into Top Ratings. Similar | 
touches throughout the sched- | 
ule are delivering top aud- | 
iences for WVEC-TV adver- | 
tisers. 





*Tops in EVERY Survey since March '60 


..-and WVEC-TV has the | 
TOP RATED Film Show 
and leads the field in 89 


prime “4 hours. 





Let | VIDE-KNOW-HOW | work for you 


Adjacencies do open up occasionally 
Represented by THE KATZ AGENCY 
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(Continued from page 78) 


Spot 


used have already begun placements 

of minutes, with the west coast—San 
Francisco, Los Angeles, Portland and 
some Seattle areas—to kick off this month. 
The C&C agency handles the east-of-the- 
Rockies markets, most of which get 
26-week placements, with Ruth Gaeta 
the buying contact. Sandra Dare is the 
timebuyer at B-K, handling the western 
markets. 


WM. WRIGLEY JR. CO. 
(Arthur Meyerhoff & Co., Chicago) 


This past month saw a fall campaign get 
under way for WRIGLEY SPEARMINT 
gum in 133 markets. Filmed minutes 

and 20’s in varying frequencies will run 
through November. Fran Goldfine is 

the timebuyer. 





Memory Test 


Ask anyone to name some of 
the top New York shows of five 
years ago and they might recall 
Jackie Gleason or Producer's 
Showcase. Try them on four 
years ago and they may men- 
tion Sid Caesar. Three years— 
Playhouse 90 or Climax. But it’s 
doubtful they'll recall a program 
that not only “outranked” these 
big-budget productions, but out- 
lasted them—and bids fair to 
outrank and outlast most of the 
hits of the more recent past and 
current seasons. 


The program—wor-tv’s Mil- | | 
lion Dollar Movie. And, accord- 
ing to Telepulse, its average 
quarter-hour rating in February 
of each year from 1955 to 1960 


has consistently led the “top 10” 








Source Book 
of 

TV Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 


Department Stores 








list with ratings ranging from | | 


56.9 in 1955 to 80.5 this year. 


Currently starting its seventh 
season, MDM has scheduled a 
list of color features including 
Rodan, The Americano, Tap 
Roots, Bundle of Joy, Black- 
beard the Pirate and She Wore a 
Yellow Ribbon. The seven-days- 
weekly tint schedule will add 
considerably to color’s cause in 
New York, a market that has 
lagged in the past in the matter 
of local color. 








Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 


444 Madison Ave., 


New York 22, N. Y. 














dies 
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What agency people want to know 
about TV: stations is detailed in the new 


SPOT TELEVISION PROMOTION HANDBOOK.” 
Be sure to ask for one 








The top market-media men of MacManus, John & Adams, Michigan agency, winnowing out the best 
media to support their market coverage plan in an account solicitation. John B. Caldwell, Director 
of Marketing; Charles N. Campbell, Media Director (Consumer Products); Robert L. Garrison, Vice 
President and Account Supervisor (Consumer Products); David Raymond, Director of Merchandising; 
Vincent C. Skelton, Director of Research; Robert E. Britton, Vice President and Executive Director 
of Marketing, Media, Research, Merchandising. 


ept media secret 


— the media plan in an agency’s account solicitation! 


““Mum’’’s the word in new account media planning. 

No word leaks out. 

No selling leaks in. 

As you might suspect, SRDS comes into play every inch of the way as 
the varied opinions and impressions of the agency’s decision makers 
are resolved. 


Grateful is the word for agency people’s reactions when they find good, 
complete reviews of a medium’s values in Service-Ads that supplement 
basie information in Standard Rate listing and market data sections. 


Your representatives, your general promotion, all your selling actions 
(and your competitors’) have implanted a variety of concepts in the 
minds of the agency men. 


But that’s all in the past. The time is now. Time for buying actions. 


With competent, strategically positioned 
Service-Ads in SRDS 


YOu are there selling by helping people buy 


SROS Standard Rate & Data Service, Inc. 
the national authority serving the media-buying function 


C. Laury Botthof, President and Publisher 


5201 OLD ORCHARD ROAD, SKOKIE, ILL., YORKTOWN 6-8500 @ @ om 
SALES OFFICES — SKOKIE, NEW YORK, LOS ANGELES, ATLANTA 
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Animation (Continued from 25) 


on tv through Hank Saperstein and 
UPA. (Dick Tracy, consisting of 
208 five-minute episodes, will go into 
syndication.) CBS Films is now 
working on a pilot of the Fosdick 
show, which is designed for network 
prime time for the 1961-62 season. 
Robert Lewine, vice president-pro- 
grams, CBS Films, is in charge of the 
project, which will be produced 
through the facilities of Terrytoons. 
Mr. Lewine is convinced that ani- 
mation is here despite its costs. “It’s 
not a matter of beating costs as much 
as it is a matter of finding advertisers 
willing to spend more money for top- 
notch animation. Costs remain sub- 
stantially higher [than live action], 
but we’re assuming advertisers will 
go for higher costs to get better pro- 
(Fearless Fosdick is ex- 


grams.” 
pected to be brought in for between 
$55,000 and $60,000 a half-hour: 
The Flintstones reportedly is being 
brought in for $65,000 a half-hour. 
In both cases, the slack between costs 
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and what is paid for the network run 
is expected to be taken up in syndi- 
cation. ) 

With the introduction of these 
many new programs in syndication 
and on the networks, the gross vol- 
ume of the animation industry is ex- 
pected to double. Last season, ac- 
cording to the best-informed esti- 
mates, gross animation billings for 
programs alone amounted to $8 mil- 
lion, with the west coast accounting 
for $6.3 million and New York for 
the remaining $1.7 million. Although 
it is too early this season to predict 
gross billings, it is evident that pro- 
duction investments alone almost 
triple income in the 1959-60 season. 

This west-coast predominance in 
program production is offset by New 
York in commercials production. 
where gross volume is estimated at 
$9 million in 1959. 
production on the west coast, on the 


Commercials 


other hand, amounted to an estimated 
$5 million. These figures, which can 
be swelled by animation production 
in other centers, mean that the indus- 
try as a whole had a gross income of 
at least $22 million—$11.3 on the 
west coast and $10.7 million in New 
York. In fact, the growth in anima- 
tion has been so sudden and so dra- 
matic that it faces a severe shortage 
of experienced personnel on both 
coasts. Partly to overcome this, and 
partly to reduce costs, some pro- 
ducers are going overseas for their 
animation. 


Production List 


The following is a list of new pro- 
ductions and continued production 
for television. Producers, number of 
episodes and distributors are listed, 
where available. 

Beverly Hills Productions: Spunky 
& Tadpole, 150 episodes of five min- 
utes each, syndicated by Official 
Films. 

Felix the Cat Productions: 120 ad- 
ditional four-minute segments of Fe- 
lix the Cat, syndicated by Trans-Lux 
Television Corp. Albert, 156 five- 
and-one-half-minute segments and 
Don Poco, 52 five-and-one-half-min- 
ute segments. The two shows will be 
sold as one package of 39 half-hours. 
Distributor has not as yet been 





named. 

Format Films: The Alvin Show. 
Pilot is being produced in conjunc- 
tion with Ross Bagdasarian. 

Hanna-Barbera Productions: The 
Flintstones, 26 half-hours (possibly 
32) to be sponsored on ABC-TV Fri- 
days from 8:30-9 p.m. by R. J. Reyn- 
olds and Miles Laboratories. Huckle. 
berry Hound, 26 half-hours per year 
through 1962; Quick Draw McGraw. 
26 half-hours; The Yogi Bear Show, 
26 half-hours. The latter three pro- 
grams are sponsored on a national 
spot basis by the Kellogg Co. The 
Yogi Bear Show is scheduled to go 
on the air in January. Distributor 
is Screen Gems. 

Larry Harmon Productions: 52 
new episodes of five minutes each of 
Bozo the Clown. Jayark Films Corp. 
is the syndicator. 

H-F-H Productions: Inny Innes. 
Seven-minute pilot in preparation. 

King Features: 220 new five-and- 

one-half-minute episodes of Popeye. 
Animation is done by five producers 
—Format Films, Paramount Pic- 
tures, TV Spots, Larry Harmon Pro- 
ductions and Gene Deitch with Rem- 
brandt Films. King Comics Show, 
39 half-hours consisting of a trilogy 
of new cartoons: Sampson, Scrap & 
Delilah, Barney Google and Krazi- 
cat. Jack Kinney Productions will 
do the latter two programs, while 
Gene Deitch and Rembrandt Films, 
in a co-production deal with King 
Features, makes Sampson, Scrap & 
Delilah. King is also the distributor 
of these series. 

Robert Lawrence Animation: Toy- 
box Time. Seven-minute pilot in 
preparation. 

Leonardo TV: King Leonardo & 
his Short Subjects. Sold to NBC-TV 
for Saturday mornings, the show con- 
sists of 26 half-hours. 

Punch Films: Mike the Magicat, 
52 five-minute segments. Distributor 
is Telefeatures, Inc. 

Snowball Productions: Beanie, 52 
episodes of seven minutes each. 

Terrytoons: Deputy Dawg, 26 half- 
hours or 104 six-and-one-half-minute 
episodes. Distributed by CBS Films. 
The facilities of Terrytoons will be 
used for the pilot and the hoped-for 
production of Fearless Fosdick. CBS 
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Films will be the producer as well as 
the distributor. 

Trans-Lux Television Corp.: Willie 
McBean and His Magic Machine, 104 
five-minute segments to be produced 
by Videocraft. Parts of The Rube 
Goldberg Show, to be produced by 
George George. will also be ani- 
mated. 

TV Spots, Inc.: Sir Loin and the 
Dragon, half-hour pilot. 

UPA Productions: Mr. Magoo, 26 
half-hours, which can be broken up 
into shorter segments. Dick Tracy, 
208 episodes of five minutes each. 

Jay Ward Productions: Hoppety 
Hooper, half-hour pilot. 

These programs are in addition to 
the numerous theatrical shorts which 
Excluding the pilots 
they number 19. 


are around. 


It is impossible to predict how 
many of these programs will succeed. 
From the past record of television 
cartoons, it would appear as though 
they have every chance in the world 
of finding young-audience acceptance. 
The more ambitious ones, such as 
The Flintstones and Fearless Fos- 
dick, have the job of educating the 
more adult viewers to the possibilities 
inherent in the medium. 

Messrs. Halas and Manvell had 
some prophetic words to say about 
the development of animation as an 
art form: “It is difficult to look far 
ahead in this astonishing medium. 
It is struggling as free as it can from 
an economic and artistic straitjacket, 
confined mostly to the production of 
fairy stories on the one hand and the 
grotesqueries of the comic strip on 
the other . . . animation has [a direct 
link] with the limitless world of the 
graphic arts, to which it has brought 
the great gift of motion and, in con- 
sequence of this, the extra dimension 
of time. The static picture moves 
into action and assumes the pattern 
of a drama... 

“We are convinced that in the next 
few years we shall see an astonishing 
growth in the scope of this new art— 
that is, if the sponsors and the public 
are wise enough and enlightened 
enough to give the good animator as 
free a passage and as wide a field of 
operations as they give to the painter, 
the writer and the composer.” 








fourth birthday. 


with a personal appearance. 








Evansville Open House 


The week-end of August 20th saw more than 100,000 fans eagerly 
inspecting the wrvw Evansville open house celebrating the station’s 


On display for the edification of the public were elaborate promotions 
for seven of the new ABC-TV programs which wtvw will add to its 
line-up this fall. From a replica of a native hut for The /slanders to a 
corral-full of Guestward Ho hobby horses for the youngsters, the displays 
were designed to give the spectators a thrill and to kick off an aggressive 
fall campaign for the network programming. 

Total cost of the open house, which also included program previews, 
rides on a miniature steam train and exhibition of a giant Navy rocket, 


was $3,500. Jim Brown, star of Rin Tin Tin, topped off the week-end 


Evansville police estimated that the open house drew the largest single 
crowd ever to congregate at any one event in the city. Promotion was 
almost entirely on-air with the exception of a minor spot radio schedule 
and releases carried by local newspapers. Director of promotion John A. 
MacGregor supervised the affair, which took two months of careful plan- 


ning and arrangements with a large number of organizations. 








Ratings (Continued from 29) 


technique.” 

“That,” said Mr. Matthews, “is the 
basic weakness of the whole rating 
scheme. It is a research sample. It 
is not a measurement in the same 
sense that measures the circulation 
of magazines or newspapers. Still | 
think we have to accept their tech- 
niques of research. . . . If the re- 
search people say sample size is thus 
and so, perhaps we shouldn’t raise 
a question about it. 

“On the other hand, it seems to 
me we've got to remember that this 
is not an absolute measurement. It is 
arrived at by a research technique 
and is therefore only a relative thing. 
When you add to the problem the 
fact that there are different methods, 


different sample sizes and different 
measurements within those methods, 
you come to the question of whether 
you can consider ratings equivalent 
to other methods of measuring circu- 
lation.” 

Opined Smith-Greenland’s Les 
Towne: “We are probably better 
off having a small sample size. If 
the research companies were to raise 
the sample size, more people would 
feel that the ratings are even more 
valid. We’d have more slide-rule buy- 
ing. Buyers would feel that a rating 
of a half a point would be a valid 
measurement. As it stands now, they 
are in the minority, but there are 
still people who feel that the rating 
services are infinitely accurate and 
who buy on the rating points alone. 


Any creativity that exists in buying 
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ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=1 
BB i808 eos ee 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 
MICHAEL M. SILLERMAN.EXEC.VP oa 8 
PROGRAMS ror TeLevsiON. NCEE 
1150 6TH AVE..N.Y.36 YU6-3650 















84 October 3, 1960, Television Age 


today would disappear as the sample 
size increases the reliance on ratings.” 

In Mr. Matthews’ opinion, every 
one of the various methods of rating 
research is questionable in some re- 
spect. “Certainly the machine,” he 
declared, “has, although they claim 
that it doesn’t, a tendency to condi- 
tion people to a certain pattern of 
activity, or listening or viewing. They 
know they are being measured, and 
perhaps to some extent the same 
thing is true of the diary. 


Incomplete Check 


“The person keeping a diary wants 
to make a good record. | don’t trust 
people’s recollection when it comes 
to recall on telephone or by inter- 
view as to “what did you do” and 
“what did you see.” .. . Every one 
of these methods is not measuring 
completely what we want measured. 
The machine measures only the set 
on. . . . The telephone may or may 
not be accurate. If coincidental, 
maybe the phone call will come at 
the very moment when your com- 
mercial is on, and the commercial 
isn’t viewed. You never know what 
We have no ulti- 
mate reason to believe that the rat- 


you're getting. ... 


ings are anything except a tool of 
relationship that we can use.” 

Speculating about the future, Mr. 
Fromm asked the panel whether, 
with most things today being auto- 
mated, it believed that the electronic 
methods of audience measurement 
will become increasingly important 
in coming years. 

McManus, John & Adams’ Roger 
Bumstead replied with an emphatic 
“definitely.” “I’m sure,” he stated, 
“that both the use and the impor- 
tance of ‘overnight’ ratings is on the 
rise. There’s a much greater need 
for instantaneous measurements with 
television. An advertiser’s investment 
is pretty hefty, usually, from the 
standpoint of out-of-pocket costs, and 
he’s justified in wanting some evi- 
dence that that investment will pay 
off. Not only that, but with tv an 
‘automated’ measurement is practical, 
since there’s usually only one set per 
home, or maybe sometimes two.” 

Bringing up the question of dupli- 
cation of services as a result of the 





number of companies providing rat- 
ing measurements, Mr. Fromm 
pointed out that the prospect of a 
single, industry-sponsored rating serv- 
ice has always been attractive to 
some industryites. “Could not such 
a service, by providing a larger sam- 
ple, perhaps at less cost, be an answer 
to a number of things allegedly 
wrong with rating services today?” 
he asked the panelists. 

C. J. LaRoche’s Hum Greig was 
of the opinion that it probably would 
be, “but the trouble is getting the 
industry together to support one serv- 
ice, and besides, radio needs an 
entirely different rating-service 
method than television, for example.” 

Added Y&R media-relations direc- 
tor Matthews: “I feel very strongly 
that agencies, advertisers and the 
industry itself have put themselves 
in a questionable position, in allow- 
ing private research organizations to 
determine the ways in which they’re 
to receive information about what 
they are most concerned with, which 
is the scope and nature of the circu- 
lation of the medium. With the ABC 
and the BPA and such cooperative 
measurements of circulation which 
we have for newspapers and maga- 
zines, we do not have these conflicts. 
We have a conflict in the effort to 
measure something else, which is 


audience. 
One Standard 


“The result is we have to have 
various private or individual services 
measuring audience. But for circula- 
tion there is only one standard and 
When an 


agency such as ours has to have four 


only one relationship. 
or six different rating services, and 
has to spend hundreds of thousands 
of dollars every year, it seems tp me 
. . . that we should take charge of it 
ourselves. I mean the people who 
spend the money—the advertisers— 
should take charge of it to be sure 
that they’re getting a standard, de- 
pendable, completely accepted method 
of judging of that particular value.” 

Added Mr. Bumstead: “In order 
for us to take charge of directing 
how the rating services run—their 
techniques and so forth—we, the ad- 
vertisers and the agencies, would 
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have to pay the lion’s share of the 
cost of these services, rather than as 
at present, where media, usually, 
pays the largest proportion of the 
expense—and sometimes influences 
the result.” 


Getting to the second part of the 
discussion—the use of ratings—Mr. 
Fromm read a comment made previ- 
ously by Richard Paige, media man- 
ager for Colgate-Palmolive’s house- 
hold-products division: “The rating 
problem is primarily a problem of 
user ignorance. That is, the confusion 
arises due to the lack of knowledge 
by the user of exactly what the rating 
service is designed to measure and 
the limitation of those measures.” 

Replying to Mr. Fromm’s query as 
to what is meant by the oft repeated 
statement that ratings are “misused,” 
Mr. Paige declared, “Ratings have 
to be ultimately a step toward getting 
the answer to how many people actu- 
ally did view or hear an advertising 
message. | can’t escape from that. 
From a station’s point of view, from 
a programmer's point of view, the 
thing they are looking for is the rela- 
tive shares of strength between two 
programs, and so on. 

“But to the advertiser—and I as- 
sume to the agency representing the 
advertiser—the real question is the 
audience, the attentive audience to 
an ad message. The ad-rating figure 
itself looks very simple—6.8, say. 
They look easy; that language is easy 
to learn. But I think if you were to 
sit down with most timebuyers and 
ask them exactly what it means, how 
it was derived, what are the limita- 
tions of it, what are the areas in 
which the survey was done, and what 
are the relatives between various de- 
vices of arriving at this answer, | 
think you’d be surprised that most 
of them do not know.” 


Delicate Subject 


Asserting that this may perhaps 
not hold true for the seller also, at 
least to as great an extent, Mr. Paige 
continued, “But I would say that if 
you gave them a test on it, you'd 
find some areas of ignorance there, 
too. What you’re asking somebody 
to do is to have a great deal of re- 





In-Store Promotion 


Closed circuit “see-yourself-on-television” telecasts in new Kroger 
stores in the Winston-Salem, N. C, area have proved an effective traffic 
puller and program promotion for the grocery chain and station WsJs-TV 


Winston-Salem. 

For five years a WSJS-TV sponsor, 
the Kroger chain currently presents 
the Ziv program Lock-Up (7-7:30 
p-m., Thurs.). For the “see-yourself” 
programs the station sends out its 
remote unit to the shopping center. 
The bus carries huge posters pro- 
moting the Kroger program. 

As each customer moves out of 
the store check-out line lovely pro- 
motion assistant Mary Jo Hipple di- 
rects his attention to monitors which 
show him on camera. Newspaper pro- 
motion placed by Kroger features 
huge pictures of the remote unit and 


advises everyone to come and see themselves on television at the store. 





tion to the closed circuit feature. 





When the newest store was opened recently Kroger bought an addi- 
tional schedule of minute spots to promote store specials and call atten- 








search knowledge in sampling tech- 
niques, in questionnaire construction, 
in differences in answers to two dif- 
ferent sets of questions, what differ- 
ences arise and things like statistical 
errors. 

“This is a very delicate subject 
you're measuring. It’s a psychologi- 
cal phenomenon you're measuring. 
You don’t necessarily have to come 
out with the same answers. . . . There 
is a wealth of information available 
from various rating services over the 
years to be able to arrive at some 
generalities. From my point of view, 
there is enough information to make 
the reasonable business judgments 
that. are necessary in picking and 
choosing in various buying situa- 
tions.” 

Told that one of the things that is 
done with ratings is computing cost- 
per-thousand, the panel was asked 
whether, with networks now pushing 
participation rather than full pro- 
gram sponsorship, cpm is an even 
more vital factor in the industry, 
whether the importance of sponsor 
identification goes down as cost-per- 
thousand seesaws up, whether there 
is more concern with cpm today than 
before, or whether this has always 
been the case. 


Mr. Paige believes that it has al- 
ways been the case, and that sponsor 
identification was more important in 
the past than it is today, “because 
I don’t see sponsor-identification rat- 
ings coming out any more. That was 
a fruitless endeavor. In_ statistics 
there are basic ideas—there is 
validity and reliability. If | can ques- 
tion the validity of sponsor identifica- 
tion, I would question that rather 
than reliability. You've all seen spon- 
sor-identification indices go down as 
a sponsor continues to sponsor a 
program. This is nonsense... .” 


Question of Value 


Augmented Mr. Matthews: “Now 
you have the question as to what 
value it is for an advertiser to be 
known as the sponsor of a program. 
Because there are so few clear-cut 
sponsorships. I have a suspicion that 
sometimes, in the case of a local spot 
purchased from a station in between 
two high-ranking programs, the ad- 
vertiser who has the spot gets credit 
for both programs. In other words, 
there’s actually no program relation- 
ship existing. 

“This tendency has so developed in 
television that participations or mul- 


tiple sponsorship have led to a new 
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calculation of cost-per-thousand per 
commercial minute. Therefore, you 
have approximately the same kind of 
cpm calculation that you have on the 
random spot. That being the case, | 
think there’s been increasingly more 
emphasis on cost-per-thousand, and 
we've lost a sense of program 
value. ...” 

Pointing out that all of the rating 
services specifically state there is 
some kind of standard deviation 
above and below the published fig- 
ure, Mr. Fromm posed the question 
of whether this deviation is more or 
less ignored. “Do you adhere,” he 
asked the panel, “strictly to the 
printed figure as opposed to the pos- 
sible range that it represents?” To 
which Mr. Paige replied that “if you 
follow the statistical variation, you 
would never buy a poor rating— 
because it could easily be zeroes.” 

From Pete Matthews: “I think the 
pressure here is toward the absolute. 
Everybody wants the thing to be 
exactly what it looks like. When there 
is a rating of 2] and a rating of 21.8, 
he wants that eight-tenths to repre- 
sent a difference. That may or may 
not be a very clear idea to a great 
many buyers and advertisers. Be- 
cause you will note the to-do which 
is made sometimes about the top 10 
programs, when actually the differ- 
ences in ratings—among four or five 
or them, at least—are not sufficient 
to obviate possible statistical error. 
The margin of error may make them 
all just about the same. 

“Now, so far as dealing with such 
figures relatively, there isn’t too much 
danger, because if there is a 21 and 
a 21.8, maybe there is some reason 
otherwise for choosing one or the 
other and bolstering your choice with 
this difference. 

“But when it comes to calculating 
audience size and cost-per-thousand, 
a projection of a margin-of-error 
difference can mislead a person into 
thinking he’s getting a great deal 
more or a great deal less than he is. 
Because this difference, which is 
within the margin of error, may rep- 


resent a million difference in homes, 
or 20 cents or something like that in 
cost-per-thousand. And then you may 
very well have a discontinuance of a 
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director Phil Skeldon. 


of H-R Television, the station’s rep. 





WTOL-TY’s ‘Day at the Zoo’ 

Forty-five thousand “delegates,” mostly children, jammed the Toledo 
Zoo a couple of weeks ago to join with WTOL-TV in “nominating” Kel- 
loge’s Huckleberry Hound as third-party choice for President, Yogi 
Bear for Vice President and Quick Draw McGraw for Secretary of De- 
fense, all in the name of promotion for the station, the zoo and the Kel- 
loge Co. Result: “The largest day in our history,” according to zoo 


Attending the wtToL-tv “Day at the Zoo” festivities, which were 
heralded in a two-and-a-half-week spot campaign of minute, 20- and 10- 
second slide and film announcements, were Fred P. Wilson of Leo Bur- 
nett, Kellogg’s agency, account executive William Smith and Grant Smith 








program on calculations that are 
completely spurious. . . 

“I am one of the few people per- 
haps,” concluded Mr. Matthews, 
“who feel that a projection should 
never be made on a rating. Because 
the rating should be used as a rela- 
tionship in a given situation—it never 
should be used as a measurement of 
circulation, because it isn’t.” 

Winding up the discussion, Mr. 
Fromm answered a question put 
forth by Mr. Paige—“are ratings an 
evil in terms of good programming, 
or are they of benefit? I state the 
problem, and I have no opinion” — 
by pointing out that the major share 
of NBC Spot Sales’ first Media Man- 
agers Conference on public-service 
programming revolved around that 
very question, and that the consensus 
was that television was essentially a 
medium of entertainment, and that 
with outside forces attempting to in- 
fluence the programming of networks 
and stations beyond existing require- 









ments, the loser in the final analysis 
would be the public. 

“Would you then,” asked Mr. 
Paige, “summarize the whole thing 
by saying that ratings do act in the 
public interest by giving the public 
more of what it wants?” To which 
Mr. Fromm explained that the previ- 
ous group was in agreement that 
ratings do indicate the general pub- 
lic’s programming likes and dislikes. 

As a final question in regard to 
rating services, the six panelists were 


asked if there are any areas of ,im-. 


mediate advance that they could see 
for the near future. Summing it up 
for the others was Mr. Paige. 

“I would restate,” he said, “that 
any subscription service can do only 
a certain number of things. And | 
think the number of things are ex- 
tensive and meaningful. And I think 
what we have to look for in the 
immediate future is a digestion of 
this so that we get the information 
more reliably.” 
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In the picture 


David C. Stewart has been elected president of Kenyon & Eckhardt, Inc., according to 
an announcement by Edwin Cox, chairman of the board. William B. Lewis, president 
| since 1951, was elected to the board chairmanship, and Mr. Cox becomes chairman of 
the executive committee. Mr. Stewart, born in April 1908 in New York City and educated 
in its school system and later at Temple University and the Wharton School, has been with 
Kenyon & Eckhardt for 15 years, joining it immediately after World War II service, 
which saw him in the Electronics Division, Bureau of Ships, as a Navy lieutenant com- 
mander. At one time a corporate officer and director of several companies in the oil in- 
dustry, Mr. Stewart has been successively secretary and general manager, treasurer. 
senior vice president and executive vice president at Kenyon & Eckhardt. 











Henry G. Millett (|.) and Robert L. Richards (r.) have 
been elected vice presidents of Albert Frank-Guenther Law, Inc. 
Mr. Millett, an account executive in the New York headquarters. 
joined the agency’s staff in 1955. Previously he had been associ- 
ated with the Continental Check Corp. and the American Express 





lo Co. Mr. Richards, an account executive in AF-GL’s Boston office. 
1. came to the agency in °56 in New York and was transferred to 
mi Boston in April 1959. Formerly he was associated with the New 
e- Bedford (Mass.) Standard-Times for two years. He holds a B.A. 
J. degree from Harvard University. 
0 

The Wesley Associates, Inc., has announced the association of Cal J. McCarthy Jr. as 
ty president of the agency. L. G. Wesley, founder of the company and its president until now, 
“ assumes the chairmanship of the executive committee. Prior to his new connection with 
A Wesley, Mr. McCarthy held the position of vice president of Foote, Cone & Belding; 


this association was between the years of 1958 and 1960. Previously to that he held a 
vice presidency at MacManus, John & Adams over a four-year span—1953 to 1957— 
anil and he spent the decade before that—1942-1952—as a vice president at Ruthrauff & 
Ryan, now Erwin Wasey, Ruthrauff & Ryan. Mr. McCarthy was born in St. Louis and is 














lye a graduate of Yale University, class of °30. Married and now a resident of New York 
Mr City, he has three children; one son holds a top sales position at Procter & Gamble. 
thing 
1 the Dancer-Fitzgerald-Sample, Inc., has announced 
ublic the vice-presidential appointments of three account 
yhich executives: William A. Taylor (1.), who joined 
revi- the agency in 1953; Robert Scurlock (c.), who 
that became a member of the company in 1954 follow- 
pub- ing an association with Benton & Bowles, and 
likes. Frederick A. Mitchell (r.), who rejoined D-F-S 
rd to last April after a stay at Needham, Louis & Brorby. 
were The agency at the same time announced similar 
f im-. appointments of four copy supervisors. 
d see 
it up ie ‘ ! : ‘ ‘ . 

lhe election of James Yuill as executive vice president of Monroe F. Dreher, Inc., has 
“that been announced by Ernest A. Dreher III, president of the agency. Born in Glasgow, Scot- 
oll land, Mr. Yuill attended Pratt Institute, served in the U.S. Air Force during World War 
ait I from 1942 to 1945, and upon his discharge returned to his position as director of 
a interior promotion and display at R. H. Macy & Co., with which he had been connected 
think since 1936. From 1946 to 1949 he served as vice president in charge of the eastern di- 
a vision of W. L. Stensgaard & Associates, sales-promotion specialists, and in 1950 he joined 
- the Forstmann Woolen Co. as advertising director; in 1959 he was named president of 
atta that company. Mr. Yuill, in addition to his executive management duties at Dreher, will 


serve as an account supervisor and as director of the new-business department. 
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Television 








CHANNEL 9 
WTVM 


COLUMBUS, GA. 


@ AGreat New Market! 


82% unduplicated audience 
on the only primary ABC sta- 
tion between Atlanta and the 
Gulf! 


@ Top ABC Programs! 


Shows like Maverick, Chey- 
enne, The Real McCoys, Sun- 
set Strip, Hong Kong, Law- 
rence Welk, and The Un- 
touchables. 


@ The Best of NBC! 


Programs like Wagon Train, 
The Price Is Right, and the 
Huntley-Brinkley News 

plus top syndicated pro- 
groms. 


CHANNEL 9 





COLUMBUS, GA. 


Call the man from 
YOUNG TV! 


Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tenn. 





The #1 night-time 
station in 
Chattanooga! 
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How-Tv: A seven-year-old boy was 
showing his visiting grandmother the 
sights around his New York suburban 
neighborhood. He pointed out, among 
other facts, that the place was once, 
long, long ago inhabited by Indians, 
and that life then wasn’t at all the 
way it is now. 

Those Indians, the young guide ex- 
plained, had to make everything 


themselves, even their tv sets. 


Those of us in television feel a 
proprietory interest in the film in- 
dustry. (Why not? We always end 
up owning their product.) Therefore, 
we'd like to report on our nominee 
for movie-theatre owner of the year. 

This Pocatello, 
Idaho, is not only obviously a Demo- 


exhibitor from 
crat, he also believes that now is in- 
deed the time for all good men to 
come to the aid of the party—regard- 
less of business or other considera- 
tions. 

On the day that Senator John F. 
Kennedy came to Pocatello, this ex- 
hibitor put the following words on 
his theatre's marquee: 

Best Thing in Town Today—Sena- 
tor John F. Kennedy—The Next Best 
Thing Is 
Today. 


Marilyn Monroe—Here 


A network fellow we know said 
the other day that the best job in the 
whole world is to be a producer of 
an industrial closed-circuit installa- 
tion. 

For instance, he pointed out, in 
Pittsburgh they've put in a closed- 
circuit system in the city’s newest 
tunnel, Fort Pitt, to help control the 
tunnel traffic. It’s a real spectacular. 
There are eight cameras and, of 
course, a cast of thousands. And yet 
there’s no trouble or concern about 


ARB, Trendex 


or whatever. It plays only to an audi- 


the show’s Nielsen. 


muon soc Jr Camera 









ence of one—the control officer. 


We feel it our duty to the industry 
to keep our eyes open for new and 
exciting program ideas. We think at 
long last we've come across a piparoo 
and eagerly pass it on to whomsoever 
shall be inspired to quick action. 

The chief of the photographic re- 
search section of the National Bureau 
of Standards has developed a camera 
capable of taking such tiny photo. 
graphs that it could record the entire 
Bible in an area less than the size of 
Lincoln’s head on a penny. It is re- 
ported that the individual letters are 
not much larger than some bacteria, 
The page can be read easily when 
looked at through a microscope with 
a magnification of 1,250 times. 

We haven't figured out yet in what 
way this camera’s work can be pro- 
grammed for television, but we've 
come up with a more vital discovery: 

Sounds like a natural to be spon- 
sored by the Reader’s Digest con- 
densed book section. 


Life in this television age: Mem- 
bers of Congress, according to a 
survey by TV Guide, regard television 
as the most effective medium for 
arousing public interest and getting 
public reaction. ... / Another survey, 
this one by Television Advertising 
Representatives, Inc., points out con- 
clusively that the most loyal, obedient 
and true television viewers on the 
face of this receiver-earth are women | 
with children under six years old. ¥ 
These young mothers average five- 
and-a-quarter hours of watching each § 
weekday, and the junior moms spread 
their tv viewing all through the day. 
They lead the childless wife during 
the day and in early evening, and, 
contrary to the expected, mothers with 
tots look at the late shows more than 


. The 


hottest nag among the three-year-olds 


mothers without any kids. . . 


running the tracks these days is T. V. 


Lark. 





























BIGGER than 


Providence 








65¢ less cost 
per thousand 














At a cost per thousand of $4.18 and $4.00 — 
each station in Providence delivers fewer night— 


time homes per quarter hour than the six SKY— 





LINE stations. 





? : 
? SKYLINE delivers 90,600* nighttime homes 
toe ? 
aa every quarter—hour Sunday through Saturday at 
MeO NT i) 





CHANNEL 12 ? ? “KOOK-1Vv * 


B 
yes ? § ot: a cost of only $3.35 per thousand. One buy, 
~wanee 0 | “CHANNEL 2 
yf ane 


one billing. Non—competitive coverage. No 
duplication. CBS, ABC adjacencies. One 


of the shrewdest spot buys in the country. 


es ut) SAVYLINE NETWOR 


Contact Mel Wright of Skyline Advertiser Sales — Box 2191, Idaho Falls, Id 
Representatives — Hollingbery & Art Moore. 


* ARB average November, 1959 

















